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The National Bookkeeping Machine with 
typewriter attachment gives results on 
accounts receivable that no other machine 
can give. Careful comparison of these 
results has led store after store to change 
to National equipment. 


These stores have found it profitable to 
have a machine with a full adding and 
full typewriting keyboard. They also 
find an important advantage in the 
automatic credit balance, the complete 
visibility of all printing and fast, easy 
operation of the machine. 


One large eastern store found it possible 
to do better work with seventy-five 
Nationals than with the eighty-five 
machines that had previously been used. 


In New York City three times as many 
stores use National Bookkeeping Machines 
as all other types combined. 


Stores have real reasons for showing this 
very definite preference. Those reasons 
may be equally profitable to you. Our 
representative in your city will give com- 
plete information. The National Cash 
Register Company, Dayton, Ohio. 


Exclusive features give this 
machine distinct advantages 


on accounts receivable 




















Statement and ledger card written by 
National Bookkeeping Machine 


“Mational” 





BOOKKEEPING AND ACCOUNTING MACHINES 
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This publication carries authoritative notices and articles 
in regard to the activities of the National Retail Credit 
Association; in all other respects the Association cannot 
be responsible for the contents thereof or for the opinions 
of writers. 


CHANGE OF ADDRESS: A request for change of address 
must reach us at least one month before date of the issue with 
which it is to take effect. Duplicate copies cannot be sent with- 
out charge to replace those undelivered through failure to send 
this advance notice. With your new address it is absolutely 
tssential that you also send us your old one. Entered as second- 
class matter at the post office at St. Louis, Mo., under the Act 
of March 3, 1879. Published monthly. Subscription, $2.00. 
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Announcing -- 


The Winners 


Credit Sales Promotion 
Contest 


FIRST PRIZE 
AND THE RETAIL LEDGER SILVER 
PLAQUE TROPHY 


Dean Ashby 


M. L. Parker Company, Davenport, Iowa 


SECOND PRIZE 
P. H. Carr 


Standard Clothing Co., Minneapolis, Minn. 


THIRD PRIZE 
A. C. Wehl 


Gimbel Brothers, Milwaukee, Wis. 


HONORABLE MENTION 


H. A. MULHOLLAND, Connecticut Credit Bureau, 
Hartford, Conn. 


R. J. Puckett, Allen W. Hinkel Dry Goods Co., 
Wichita, Kan. 
R. O. Casemore, Kline’s, Kansas City, Mo. 


HUBERT LANDEGEND, Heyman Furniture Co., 
Grand Rapids, Mich. 


G. L. Kuunet, J. F. Hink & Son, Berkeley, 
Calif. 


R. A. Vetter, The Killian Company, Cedar 
Rapids, Iowa. 


The contest attracted much attention and the judges 
had a hard task to select the winners because all the 
plans were good. 

The judges were the Editorial Staff of The Retail 
Ledger, Philadelphia, and Colonel Franklin Blackstone 
of Pittsburgh, Pa. 


The prize winning plans will appear in the July 
issue of The Retail Ledger and in the August issue 
of the Credit World. 














EDITORIAL COMMENT 


D. J. WOODLOCK 


It Was a Great Convention 


HE Twentieth Annual Convention of the 
TT National Retail Credit Association, held in 

Washington, June 21-24, was a great Conven- 
tion. Every moment of the time, from the call 
to order on Tuesday morning until adjournment 
on Friday, was taken up with the most instructive 
and interesting addresses and discussions it has 
been our privilege to hear at any convention. 

President Batty demonstrated his ability as a 
presiding officer. There were no delays or dull 
moments and the program moved through the 
four days on schedule. 

The entertainment was exceptional. The 
steamer ride down the Potomac on Monday, the 
dance at the Mayflower on Wednesday, the vari- 
ous sight-seeing trips for the ladies, all provided 
recreation and enjoyment, but the banquet on 
Thursday will long be remembered as the most 
perfectly balanced and enjoyable banquet in our 
history! 

One thousand delegates and guests sat down at 
seven o’clock to a most delicious repast and for 
four hours not one moved from his seat. They 
appeared hypnotized by the rare ability and ver- 
satile wit of Toastmaster Mark Lansburgh. 
Never did a toastmaster have a more responsive 
audience and never did a toastmaster rise to the 
occasion more brilliantly. 

Entrancing music and excellent song numbers 
brought round after round of applause. 

The wit of Lansburgh and the humor of Strick- 
land Gillilan caused gales of laughter. Even 
Senator Capper caught the spirit and made a 
humorous speech. 

We were carried to heights sublime by Rev. 
Allen Stockdale, during his masterful address on 
“New Enthusiasm.” 

There was a touch of pathos when Past Presi- 
dent A. D. McMullen spoke of our love and 
esteem for retiring President Frank Batty and 
presented him with a diamond ring bearing the 
emblem of the N. R.C. A. Mr. Batty’s response 
was one of those poetic gems of speech such as 
only he can deliver, an appeal for loyalty to our 
country. 

It was a great Convention! We salute the As- 
sociated Retail Credit Men of Washington who 


a F 


worked so hard in arranging the program and 
entertaining the visitors. We particularly thank 
Mr. Stephen H. Talkes, General Chairman; 
Harry Ostermayer, President; Mark Lansburgh, 
Toastmaster; and each committee chairman. 

It was a “show” in keeping with the high re- 
gard in which our Washington Local Association 
is held by our entire membership—a convention 
worthy of the Nation’s Capital! 


The Declining Credit Sales Volume 


ANY retailers are worrying about the de- 
M cline in volume of credit sales and are 
inclined to lay the blame on the credit 
manager. We feel a review of present conditions 
will convince anyone that the falling off was to be 
expected. In fact, unless there is a decided up- 
ward trend in business, we can see a greater loss 
of volume. 

Practically every charge customer has had his 
buying power curtailed, either through investment 
losses, reduced income, or loss of position, and 90 
per cent of those seeking to open new accounts are 
doing so because they have no ready cash rather 
than for the convenience of charge facilities. 

An analysis of the inactive accounts on the books 
of the retailer indicates persons who formerly pur- 
chased liberally are reducing their buying to only 
actual necessities and are paying cash for these. 
Honest persons are so uncertain as to the future 
they hesitate to charge anything for fear they will 
not be able to meet the obligation. 

The continued decrease in the buying power of 
our citizens, due to increasing unemployment and 
salary reductions, in our opinion presents the most 
serious problem of the depression and puts off the 
eventual recovery to an uncertain future day. 
Credit and not money, is the medium through 
which 90 per cent of business is transacted. Credit 
must be revived in order to create prosperity. 

Various experiments based on the theory that 
business would be restored by making banking as- 
sets liquid, appear to have failed in their objec 
tives. The National Credit Corporation, the Re- 
construction Finance Bill, the Glass-Steagall Bill, 
and the Federal Reserve open market buying have 
substantially relieved the banking situation an 
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loaded down our banks with idle reserves, all of 
which is doing no one any good because it is not 
developing business, either because of the banks’ 
contraction of credit or the business man’s fear of 
borrowing. 

In the meantime tax increases and income de- 
creases are further curtailing credit and reducing 
buying power. 

It is a “tough” time for the retail credit man- 
ager. He dare not solicit new accounts, he cannot 
revive old accounts. All he can do is to hope that 
before winter comes the bankers of the country 
will see the opportunity which is theirs and liber- 
alize credit, which will create business, reemploy- 
ment, and confidence. 


A Tribute to Frank Batty 


EARCH though he may, your Editor cannot 
find more appropriate words for a public 
tribute to your outgoing President than 

those used by Past President McMullen in pre- 
senting a diamond ring Association emblem to Mr. 
Batty at the Annual Banquet: 


Mr. President, I have the honor to represent your 
many, many friends assembled here this evening. It is 
a privilege and a pleasure to represent those numerous 
friends of yours on this occasion. 

I need not remind you, Frank, that the most desired 
possession of man is that of love and friendship of his 
tellow-men. 

Frank, your friends assembled here tonight, Jove you, 
admire you, respect you! 

We desire to show that appreciation to you in our 
feeble way, in order that you might always know we 
desire that friendship. We love you, Frank, and we 
have here a little token of that admiration, that friend- 
ship, that love. 

We desire to present it now, in order that you might 
carry in your heart that friendship and love. It is an 
emblem of the service you have rendered to this great 
organization of which we are all proud. You have been 
ur leader, we ask you to accept this token of service, of 
triendship, of love. 





Memphis Wins 1933 Convention 


The fight for the place for holding the 1933 
Convention of the National Retail Credit 
Association was the most spirited in years. 


Invitations were presented from Omaha, 
Nebraska; Miami, Florida; Rochester, New 
York; Memphis, Tennessee, and a proposi- 
tion for a four-day ocean cruise. 


The Board of Directors selected Memphis 
and the meeting will be held in that city, 
June 20, 21, 22, 23, 1933. 
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A Thought On Tax Increases 


It appears that those who were most positive in their 
demand that the federal budget be balanced are now 
most active in seeking a way to evade the new Excise 
Tax laws which were passed for the purpose of balanc- 
ing the budget. 

Twenty-two different plans have been presented to us 
for evading the postage increase on first-class mail in 
connection with monthly bills and statements. 

Five plans were presented for evading the check tax 
one of these by a Congressman. 

In times like these any additional tax is a burden, 
but if our national budget must be balanced and these 
taxes are the only way to do it, let’s fall in line and get 
it balanced. If, through some manipulation, a large 
number of citizens find a way to evade these taxes, it 
will take that much longer to balance the budget. 

Let’s get it out of our system now and by all cooperat- 
ing, make the problem easier. 








Here’s A Book 


for your 
Secretary or Stenographer 


Do the letters you write give the best 
impression of you? 


When you write to a business man, a govern- 
ment official, a senator or congressman, a mem- 
ber of the diplomatic corps, a bishop or other 
member of the clergy, or even a personal 
friend— 


are you sure your letter has the correct form of 
address, of salutation, of complimentary close? 


Do you always know — 


Whether or not to capitalize a word? How to 
divide a word correctly? When to use a 
comma or a semicolon? How to punctuate a 
sentence? How to write correct letters on all 
the various matters of business; letters of in- 
troduction; social notes, formal and informal? 


You will find everything about correspondence, 
business or social, in 


Tue SECRETARY’S HANDBOOK 


A Manual of Correct Usage by 
SARAH A. TAINTOR and KATE M. MONRO 


PRICE $3.50 
Order from 


National Retail Credit Association 
1218 Olive St. — St. Louis, Mo. 

















EVELOPING your store’s credit policy covers a 
I do not 
The result of our 
work represents the efforts of men far more experienced 
than I in the application of credit. 


much greater scope than credit alone. 
pretend to be a credit man. 


My attempt was merely a correlation of credit and the 
other activities of the store. All of my experience has 
been gained in one store and whether these principles 
are applicable to your own business is for you to judge. 

I am going te tell you briefly about our store’s begin- 
ning. Eighteen years ago, our store was strictly an in 
stallment store. It is safe to say that 90 per cent of the 
business was of the installment type and it was our 
practice to allow cash customers a 10 per cent discount. 

Suddenly an idea was conceived. That idea was to 
develop a credit policy that would place us in position 
for an unlimited development. We turned about face 
and reversed “English” on our then set policy. Every 
sales person and every credit man was trained to assume 
that every transaction was cash or thirty-day charge. 

A service charge was adopted for extended credit and 
that was practically all of our business. Customers were 
told that our prices had been adjusted to a competitive 
basis and that they were merely being charged the cost 
of carrying their account. 

Executing this new program resulted in a period of 
transition during which our business experienced new 
elements of customer reaction. Some customers were 
lost but many more gained. First, the sales person added 
10 per cent to the sales check. Then this policy was 
changed to adding 10 per cent on by the Auditing Divi 
sion. ‘Then we changed to adding 8 per cent and then 
finally changed to 6 per cent. 

During this period we realized that one of the es- 
sentials of reaching our goal was to offer merchandise 
of recognized standing and merit. Immediately our 
thirty-day accounts started to increase. That, together 
with a very aggressive merchandising policy caused our 
thirty-day business to continue to increase, with our cash 
business starting to develop in the same manner, until 
today we have reached the point where our thirty-day 


charge business is by far the largest portion of our busi- 


ness, cash second, and extended payment business the 


lowest. 


Developing Your 


Store's Credit Policy 


By HAROLD H. LEVI 


Vice-President and General Manager, 
The Hecht Company, Washington, D. C. 


An Address Before the Twentieth Annual Convention, National 
Retail Credit Association, Washington, D. C., June 21, 1932 


I do not deplore the fact that the extended payment 
accounts are the smallest proportion of our business. 
This, however, is a sizeable business and not too much 
to hurt the prestige of any good store carrying complete 
home furnishing departments. 

Now, we have reached the point in our career where 
we have developed a large volume of regular thirty-day 
accounts and we still have a sizeable volume in part- 
payment accounts. From time to time in conferences 
and discussions we tried to convey our ideas and our 
policies concerning the extension of credit, additions and 
collections to our staff. 

Since there are nine ways of killing a cat, however, 
those responsible for the various activities had different 
interpretations of the correct application of our policy. 
\t this point, an idea was suggested that we study the 
various stages and situations that confront us in the 
extension of credit and the collection of accounts with 
the object of establishing uniform procedure. 

The result was a Credit and Collection Manual, 
which means that those who are filling the various posi- 
tions of responsibility now have a constant reminder as 
to our policy and those that we take on from time to 
time will be in position to quickly absorb our various 
policies. The development of this manual consumed a 
period of approximately six months, working one night 
a week. ' 

All of those responsible and interested in carrying on 
this work had something to do with its development. 
As our work went along more and more interest was 
shown. The actual preparation was an education in it- 
self to those responsible for it. 

Credit interviewers are strongly impressed with the 
value of a “welcome” smile and knowing how to diplo- 
matically learn from the information obtained whether 
the account is to be handled as a thirty-day account or 4 
deferred payment account. After the information is ob- 
tained and the applicant appears desirable for one or the 
other account, the credit man ascertains what article or 
commodity motivated that customer to desire an account 
at our store. 

All the men are furnished with a brief history and 
strong point of every department in the store and the} 


are instructed to call a sales person from the department 
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Our New Officers and Directors 


President—ARTHUR POWELL LOVETT 
Credit Manager, Hettinger Bros. Mfg. Company, Kansas City, Mo. 


First Vice-President—C. M. REED 
Retail Credit Men’s Association, Denver, Colo. 
Second Vice-President—P. H. CARR 
Standard Clothing Company, Minneapolis, Minn. 


DIRECTORS 


L. S. Crowder, Montgomery Ward & Co., 
Chicago, IIl. 


L. M. Jahn, Sakowitz Brothers, Inc., Houston, 
Texas. 

C. M. Keefer, S. Kann Sons Company, Wash- 
ington, D. C. 


J. N. Keeler, Credit Reporting Co., Portland, 
Ore. 


W. M. Milham, Kalamazoo Retail Credit As- 
sociation, Kalamazoo, Mich. 

Floyd Miller, Pontiac Credit Bureau, Inc., 
Pontiac, Mich. 

A. C. Wehl, Gimbel Brothers, Milwaukee, 
Wis. 

W. W. Weir, The May Company, Los An- 
geles, Calif. 


Manager-Treasurer—D. J. Woodlock, National Office, St. Louis, Mo. 
Secretary—G. H. Hulse, National Office, St. Louis, Mo. 


New Committees of the N. R. C. A. 


The following committees were elected at the 
Twentieth Annual Convention: 


Service Department 


J. N. Keeler (Chairman), Credit Reporting Com- 
pany, Portland, Ore. 

M. G. Riley (Vice-Chairman), Merchants Associ- 
ation Credit Bureau, Inc., Kansas City, Mo. 

L. S. Gilbert, Credit Service Exchange, Atlanta, 
Ga. 

George B. Allen, Credit Bureau, Inc., Springfield, 
Mass. 

J. E. R. Chilton, Jr., Merchants’ Red Book Co., 
Dallas, Texas. 

A. P. Lovett, Hettinger Bros. Mfg. Co., Kansas 
City, Mo. 

D. J. Woodlock, National Retail Credit Associa- 
tion, St. Louis, Mo. 

G. H. Hulse, National Retail Credit Association, 
St. Louis, Mo. 


Supervising Collection Department 


W. M. Milham (Chairman), Kalamazoo Retail 
Credit Association, Kalamazoo, Mich. 

R. R. Sesline (Vice-Chairman), Retail Credit As- 
sociation, Oklahoma City, Okla. 

J. R. Truesdale, The Credit Bureau, Inc., Pitts- 
burgh, Pa. 

L. P. Weld, Longmont Creditors Adj. Service, 
Longmont, Colo. 

H. P. Hovey, Retail Credit Association, Kansas 
City, Mo. 

E. B. Dows, Minneapolis Credit Service Exchange, 
Minneapolis, Minn. 

R. E. Klotten, Cortland Credit Service, Inc., Cort- 
land, N. Y. 

W. V. Trammell, Merchants Credit Association, 
Birmingham, Ala. 

W. W. Smith, Merchants’ Association of San Jose, 
Inc., San Jose, Calif. 


W. J. Drummey, Retailers’ Credit Bureau, Inc., 
New Orleans, La. 


G. H. Hulse, National Retail Credit Association, 
St. Louis, Mo. 


A. P. Lovett, Hettinger Bros. Mfg. Co., Kansas 


City, Mo. 
(The chairmen of these committees are automatically 
members of the National Board of Directors, by virtue of 


office.) 


Executive Committee 

A. P. Lovett (Chairman), Hettinger Bros. Mfg. 
Co., Kansas City, Mo. 

C. M. Reed, Retail Credit Men’s Association, Den- 
ver, Colo. 

P. H. Carr, Standard Clothing Co., Minneapolis, 
Minn. 

D. J. Woodlock, National Retail Credit Association, 
St. Louis, Mo. 

G. H. Hulse, National Retail Credit Association, 
St. Louis, Mo. 

L 

E 

L 


. S. Crowder, Montgomery Ward & Co., Chicago, 
Til. 

. K. Barnes, First National Trust & Savings 
Bank, Spokane, Wash. 

. M. Karpeles, Burger-Phillips Company, Birm- 
ingham, Ala. 


Finance Committee 
M. G. Riley (Chairman), Merchants Association 
Credit Bureau, Inc., Kansas City, Mo. 


. J. Burris, John Taylor Dry Goods Co., Kansas 
City, Mo. 


A. Lawo, The John Gerber Co., Memphis, Tenn. 


eo 


fa) 


Legislative Committee 
R. Hewitt (Chairman), The Hub, Baltimore, Md. 
M. Keefer, S. Kann Sons Co., Washington, D. C. 


ie 4 
.. & 
W. J. Morgan, Brooks Brothers, New York, N. Y. 
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in question to talk to the customer in the hope that the 
customer will make a purchase at the time. 

It might be said at this point, that our new-account 
interviewers are told in detail to explain to our cus- 
tomers, if a thirty-day account, the limit, use of identifica- 
tion coin, how bills are rendered and terms of payment, 
also, if a deferred payment account, amount of deposit, 
how to use limited identification, monthly payments, 
where to pay at the store and in addition give the cus- 
tomer the name of the credit man in charge of her 
particular section. 


Thirty-Day Accounts 

To cover all of the details involving thirty-day ac- 
counts, would take hours rather than the time that has 
been allotted to me. The following are a few of the 
subjects that were covered in the minutest detail: 

The application, special information, method of ques- 
tioning customer, limit, terms, where no selection has 
been made, length of time for approval of new accounts 
and procedure where selection has been made. 

In the matter of collections, it is our policy to impress 
upon the customer, at the time of opening the account, 
that our terms are thus and so and it is then the duty 
of our collection division to see that payments are made 
in accordance with the terms agreed. We believe that 
it is necessary for our customers to understand the credit 
terms completely so that the results will be more cus- 
tomer good will and more sales. 

Collection managers are required to analyze every 
thirty-day account at least three times in every month. 
If they find any purchases 70 days old that have not 
been paid, collection effort starts from this point. Of 
course, there are various other stages through which 
collection effort is clearly defined, for we leave nothing 
to the imagination. This covers form letters, when and 
where to phone, when to sue, location of skips, how to 
handle government employees, property owners and out- 
of-town collections. 

Incidentally, let me mention that when a thirty-day 
account becomes practically an installment-pay account, 
the customer is communicated with and sold the idea of 
a regular part-pay account, which carries a service charge. 

To lay down regulations as to how accounts are to be 
handled was one thing but to make the plan workable 
was another. This requires supervision, not only on the 
part of the General Credit Manager but the manage- 
ment as well. 

We, therefore, instituted a form of test report, which 
is built up by a disinterested party, showing a reproduc- 
tion of our ledgers and collection efforts on a given num- 
ber of accounts. These reports are placed in the hands 
of the Credit Manager as well as the General Manager 
by the 10th of every month, emphasizing three points: 

1. Are we extending credit where we should? 

2. Are additions made intelligently? 

3. Has the proper collection effort been made? 


These reports have been a helpful guide and had an 


unusual effect upon the morale and effort of those re- 
sponsible for the handling of accounts. These reports 
also act as a check valve upon the policy which has been 


established. 


Deferred-Payment Accounts 


In our manual we have divided deferred-payment ac- 
counts into three divisions—Wearing Apparel, Furni- 
ture, and Household Specialties. 

First, we explain our terms, such as initial deposit, 
maximum time to pay, finance charge and due date. Let 
me emphasize at this point, that additions are only made 
on installment accounts where payments are up to date. 

Another very important point as regards our install- 
ment accounts, is that when the balance runs beyond the 
six months’ paying period, the terms are increased so as 
to liquidate the account within that time. On the other 
hand, where we find that our installment customers are 
discounting their bills, effort is made to convert this ac- 
count into a regular thirty-day account. 

Cashiers who receive monthly payments on deferred- 
payment accounts are instructed, where the account will 
justify an addition, to solicit the customers to make 
further purchases by inducing them to accept additional 
purchase certificates. Reports of the number of certif- 
icates issued daily are given to the credit manager. Let 
me say, also, that there is a great deal of friendly com- 
petition existing among our cashiers in this work. 

In the sale of furniture, we find that there are many 
intricacies involved—differing from the sale of any other 
commodity. First, we require our customary deposit, 
then the length of time to pay, which is a longer period 
than that of wearing apparel. Since many a sale de- 
pends upon a satisfactory arrangement of credit, it is 
necessary that the new-account interviewer be an un- 
usually good salesman. 

It is his responsibility to find out what the custome 
wishes to pay. If the length of payment is not more than 
our maximum time and the credit information appears 
satisfactory, it is accepted. If not, effort is made to get 
our required deposit ‘and arrangements made for not over 
our maximum time. If arrangements cannot be made 
the new-account man will call the credit manager. 

Our manual goes into detail as regards finance charge, 
payments on future deliveries, when to get a contract 
and when to record the contract. On additions, our 
policy is just the same as on wearing apparel. Pay- 
ments must be in accordance with agreement. 

I would also like to explain that if the purchase in 
Home Furnishings is of a perishable nature such as floor 
coverings, draperies or bedding, it is handled the same as 
a wearing apparel account, requiring larger deposits and 
shorter terms. 

Our third division in deferred-payment accounts is 
Household Specialties. Household Specialties with us 
are a highly specialized line. One of the major attrac- 
tions to large volume is advertising low deposit and 
longer length of payment. Household Specialties at our 
(Continued on page 18.) 
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This actually proves it doubles the speed of any other system 
while leaving handwritten records and preventing errors! 
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$1.00 per day for each store! Dallas bureau now connected to 
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CONSPICUOUS feature of our whole business 
history, particularly within the last thirty years, 
has been the greatly expanded use of the credit 
Credit 


is no longer an obscure mystery of high finance; it is no 


mechanism, and particularly in the retail field. 


longer enshrouded in technical legerdemain. 

At least half of our department stores are on a credit 
basis. “Two-thirds of our automobiles are sold on credit. 
and half our foodstuffs bought at retail are purchased 
on some type of credit. 

Taking the peak year of 1929, our census of distribu- 
tion revealed about fifty-three billion dollars of retail- 
ing, of which perhaps not less than 55 per cent was on 
credit of some sort or other; possibly five billions of that 
was on the installment plan. 

We have come a long way, within a generation, in 
the direction of the sensible use of credit. It is no longer 
a ‘‘disgrace” to owe money at the stores, as it used to be, 
within the memory of many of us here. It is a com 
monplace of everyday transaction; it is a badge of honor 
rather than a stigma of financial disability. 

One very gratifying feature of this whole trend is 
that, in spite of the stress through which business is 
going, there has been no noticeable increase in the losses 
through bad debts. They have increased, of course, but 
nowhere near the proportion that was evident in some 
of the previous crises, notably those of the seventies and 
the nineties, when we did not have the advantage of an 
organized approach to this problem, such as is so ad- 
mirably illustrated in the case of your own Association. 

In probably not more than eight-tenths of 1 per cent 
of the department store open-credit transactions, I am 
told, are losses suffered through bad debts; possibly less 
than 3 per cent of the sales on the installment plan have 
In other words, 
it is quite evident that the repudiation of obligations by 


been in a similar unfavorable category. 


the retail consumer is still regarded only as a last des- 
perate extremity. 

There is a gratifying indication in that, it seems to me: 
In the first place, it appears to demonstrate the pro- 
priety of our credit methods. Secondly, there is a widen- 
ing, strengthening appreciation of the true significance 
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of sound credit as a symbol of character in the com- 
munity. 

Thus we see there a double element of profound im- 
portance, which was not evidenced in any previous busi- 
ness crisis of comparable proportions, and one which, it 
seems to me, means decided encouragement with respect 
to the solidity of our recovery, once it gets under way. 

If you examine the curves of previous crises, you no- 
tice there was appalling exhaustion, and the recovery was 
built up very painfully, with a long series of uncertain 
terraces, so to speak. I fancy we shall have far less of 
that this time, because of the far wider appreciation of 
this important element of credit, which is bound to be 
of vital importance in expanding the activities of busi- 
ness, as soon as recovery gets under way. 

Credit, then, has become a familiar and infinitely use- 
ful implement, well known even to the humblest shop- 
keeper in the country. In fact, at times it would almost 
seem as though that familiarity had bred a certain non- 
chalant contempt, or at least carelessness in its operation. 
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Like every other sharp-edged tool (which credit cer- 
tainly is), it can be used too freely, too carelessly. Cer- 
tainly, during that exhilarating ascent of the late la- 
mented boom, back in 1928 and 1929, we were a bit 
extravagant, we have to admit, and careless in the ad- 
ministration of our credit obligations. 

I do not want to invite your attention too much to 
what happened in that far-off Valhalla of ’28 and ’29. 
In fact, it seems to me to be misleading, if not dangerous, 
to focus our thoughts too much on that remote past. If 
we can manage to refrain from such excessive retrospec- 
tion, probably our planning and thinking ahead will be 
a bit more sober and sensible. 

But the impulse to review the past is a rather power- 
ful one, and so as your retailer canvasses the contribu- 
tions to his dire distress and looks back to that meteoric 
rise to the dizzy heights of ’29, he is very frequently apt 
to direct his revengeful gaze upon the hapless credit man 
as being partly responsible for his present grief, through 
having misled him with a certain laxity of credit ad- 
ministration, during the happy boom days. 

Once again, you have that ancient revival of the fric- 
tion and antipathy between the sales manager and the 
credit man—a conflict which, I suppose, we shall always 
have with us as long as those two gentry are in the re 
tail field. 

Credit, as we all know, is just another name for con- 
fidence, and it is only natural, in periods of exuberance 
and confidence, that there should be laxity in credit ad- 
ministration. There is no need for frugal precautions 
during the easy conditions of the upward swing in busi- 
ness. Then when the crisis comes and the steep, pain- 
ful descent is being traversed, there is an inevitable re- 
action, with, at times, drastic extremities in the destruc- 
tion of credit operations—not simply in their curtail- 
ment—and that is the situation with which we are con- 
fronted at this particular time. 
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Admittedly, during the period of business shrinkage, it 
has been necessary to shrink credit operations at the same 
time, but the signs do seem to be pointing toward at least 
a flattening out of the business curve, and then comes the 
climb. And that is the time when we must not revert 
to this depression psychology; in fact, on the contrary, 
we have to think of loosening up credit, in order that 
the business mechanism may have the benefit of that 
lifting power of broadened credit activities. 


We recall how natural it was, in our recovery in ’21 


and ’22, to have the expansion of the sale of automo- 
biles on the installment plan, which was then just getting 
under full steam and undoubtedly contributed toward 
the alleviation of that particular period of distress and 
accelerated the recovery. 

There is no doubt, as I have said, that we have had 
one of the most prolonged downward trends in any major 
business slump. To a certain extent, that has perhaps 
prolonged our misery, you may say. 


As you examine, for example, the comparable curves 
of the crises of "93 and ’07 and ’21, you will find in 
every case, in those previous collapses, that business went 
right off a precipice and down over the brink, so that 
the bulk of the necessary deflation had been accomplished 
within a very short period of time, perhaps three or four 
months. This time, on the other hand, we have been 
coasting down steadily, for nearly three years, in a very, 
very gradual descent. 

That has had its advantages—very important advan- 
tages—primarily in that the main structure of business 
has been kept intact. 

By that I mean simply this: think back to the in- 
dustrial chaos that prevailed in ’93, remember the strikes 
and riots that took place everywhere; remember a com- 
parable situation in the financial field in 1907 and 1908, 
with complete confusion because of the appalling abrupt- 
ness of the descent, so that business just stepped out 
into thin air, crashed to the bottom of the precipice with 
a resounding “plop,”’ and had to be “mopped up off the 
landscape.” ‘There was a complete demoralization. 

This time, we have had four-wheel brakes on the ma- 
chine, without doubt. Just what those brakes were, which 
retarded the downward trend, I need hardly specify 
here. 

Undoubtedly, the Federal Reserve had a great deal 
to do with it. I am convinced that the strength of our 
trade associations was responsible in large measure. We 
have, today, seventeen thousand of them all over the 
country, in practically every line of business activity, in 
every community, as against a few thousand in 1920 and 
a few hundred in the earlier crises. They have had a 
vast influence in steadying the business thinking of the 
country, in promptly relaying facts, in dispelling false 
rumors that play so large a part in the demoralization 
which is preliminary to a serious collapse. 

We have had less hysteria in connection with this pres- 
ent situation than in any of our previous business crises 

(Continued on page 28.) 











DO NOT think we can get very far in any kind of 

life without enthusiasm. I think the cold, absolutely 

affectionless, absolutely passionless sort of living is 
uninteresting, unhealthy and ineffecient. 

It seems to me that no matter what you are in, you 
live it well and you live it successfully, when you live 
it with enthusiasm. But I wonder if we can live life 
always with a certain kind of enthusiasm. 

Not so very long ago, I was taking an old dictionary 
out of my study and putting in a new dictionary, and I 
wondered whether I was getting anything for my money, 
and so I set about the task of comparing and contrasting 
words, and I found it a very, very interesting experience. 
I went on until I came to this word “enthusiasm.” The 
old dictionary defined “enthusiasm” this way: 

“A pseudo inspiration, almost extravagant ec- 


stasy over something.” 


Then I turned to my new dictionary and I found this 
intensely interesting definition: 
“A loyal and commendable devotion to some- 
° ” 
thing. 
I said, “I guess I really have something for my money. 
Instead of ‘an extravagant ecstasy over something,’ we 
come to ‘a loyal and commendable devotion to some- 


thing. I believe that is the “new enthusiasm” that we 
will have to put into place, especially in these days, for 
these days are not days as give genuine reason for an 
“ecstasy over something.” If we are going to work it 
out at all, if we are going to come through with some 
kind of genuine success, it will have to be on the basis of 
a loyal and commendable devotion to something. 

That calls for the qualities of human life; that calls 
for the reserve powers of the human soul; that calls for 
the full use of the human brain; it calls for good spirit, 
good humor; it calls for vision; it calls for patience; it 
calls for inventive genius. 

I think when you can approach situations with ab- 
solute freshness, with inventive genius, with that some- 
thing that is peculiarly true to going personality, I think 
then life becomes interesting, and it certainly is that kind 
of enthusiasm that we will have to apply to the problems 
of today, because the old reasons for getting very much 
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excited about the successes of things have passed on with 
some of the changes. We are in periods of readjust- 
ment and in periods of new visioning of what life ought 
to be and what life can be, and that calls for this new 
enthusiasm. 

You know, life is like a game. I wonder why we do 
not think of it more that way. Really, the game of base- 
ball never begins to be interesting until you get the tying 
run on third base with, say, one out. 

Did you ever see the bleachers smoke up under con- 
ditions like that? You almost want to go and send in 
a fire alarm; fellows puffing on big black cigars get so 
absolutely tense and stirred up that it looks as if the 
whole grandstand is going to burn down. But that is 
what makes the great American game of baseball, be- 
cause it gets tense and it gets critical. 

Then, if the pitcher can pitch, you begin to see him 
at his best; he watches how the man stands at the plate, 
if he stands too close, he shoots them up across his 
leathers; if he can’t hit a low ball, he sneaks them around 
his knees, and if he can’t hit a high ball, he gets nothing 








NEW DIRECTOR 





L. S. CROWDER 
General Credit Manager, Montgomery Ward & Co., 
Chicago, Ill. 











The CREDIT WORLD 





\ 


but leather balls to bat at. He changes speed, he breaks 
and bends and shoots them, and that is what makes the 
game. 

Now, why is it that we cannot take that same at- 
titude toward the problems of life? It seems to me that 
life is a game, with this enthusiasm that we are talking 
about, this “loyal and commendable devotion to some- 
thing,” the thing that really makes life worth living, 
under the present time. 

The critical faultfinder isn’t the fellow who wins in 
days like these. There is a lot of difference between 
worry and work. Even with conditions as they are, with 
the inner resources tested, with the challenge to your 
brain power, with the resources of good humor and high 
spirit and inventive genius, we take the world as a game, 
and we put ourselves into it in that sort of spirit and that 
sort of fashion, and the thing is interesting, the thing is 
healthful, and the thing is entrancing to those who ob- 
serve. 

It is compelling to those who work with us, and the 
results are fine in the actual accomplishments of life. 

The one great joy of human living is the man who 
finds the sensible and the reasonable thing to do, under 
the situation, even though that situation is difficult. That 
is the enthusiasm that is sane, an enthusiasm that lives, 
when the task is possible, when the task is reasonable, 
and when the task is difficult, and those are the things 
that always draw out of the man the truest and finest 
elements of character. 

It seems to me the challenge in this world is that the 
Lord just left it unfinished. He gives us the raw ma- 
terial instead of the finished product. He gives us the 
chance to put it together, with all of the industry and 
test and challenge that goes with that sort of thing. 

You find the oil entrenched in rock; you find alumi- 
num in clay; you find the paper in the pulp; you find 
electricity in the cloud; you find the tunnel unborn and 
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the channels undigged and the forest unfelled; you find 
the cities unbuilt; you find the inventions undiscovered 
and unapplied. You find it a romantic, wonderful chance 
to be the living sons of the immortal God, to sing the 
songs and write the poetries and to dream the dramas 
of human life, challenged every new day by some new 
possibility of some new test of human character. 

That is the foundation of the new enthusiasm. Not if 
a fellow is lazy, not if a fellow is indolent, not if a 
fellow is ticklish and penurious, not if a fellow wants 
everything sent to him—not that, but the challenge of 
the soul! 

Wasn’t that an interesting thing that George Ade 
said, when he discovered the idle, luxurious people, sit- 
ting upon the piazzas of their wealthy clubs, listening 
to the hardening of their arteries? (Laughter.) Isn't 
that a wonderful description of life? Isn’t that a chal- 
lenge, after all; isn’t that something really to be envied? 
Not at all! Better health and battle, better challenge 
and thinking, better inventive genius and creative power. 
That is the thing that calls forth new enthusiasm of to- 
day. 

We had such clever things for doing it “all of a 
sudden.” We had such clever inventions for getting 
along without work. We had such marvelous ways of 
getting rich so quickly. We had such wonderful dreams 
and schemes and methods, and no wonder all of them 
could not live. 

We have come back to the pioneer test that is repre- 
sented in that flag from California. We have come back 


to the conception of the “covered wagon” as a figurative 
expression of how to approach the new areas of develop- 
ment. We have come back to the grace of patience and 
to the glory of fortitude and to the inventive genius of 
the human soul. 

That is the thing that is going to win out for us, and 
we have that. We are not going to be discouraged on 
that basis; we are going to live with it and love it and 
produce by it, and go singing some of the new songs of 
health on the basis of this new enthusiasm. 

That is the possibility of your soul. You are no- 
where near the limit of your creative genius; you have 
not been tested beyond that which you are able; you 
have been living in contrast, you have been thinking on 
the basis of a contradiction of your expectation. The 
real YOU, the abiding, immortal, everlasting YOU has 
not been tested under the hypnosis of your strength. 
That is the NEW ENTHUSIASM! That is what 
faces you as you go back to your city and your town and 
your organization and your problems. That is the chal- 
lenging part of the game! 

Harvey knew the circulation of the blood for seven 
years before he dared state it, and when he did, they 
called him an “addle-pated old quack.” You can always 
tell the tree in the orchard that has the most apples on 
it, because it always has the most clubs under it. Don’t 
you know it is true, when you start anything worth 

(Continued on page 25.) 
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The following resolutions submitted by the Resolu- 
tions Committee were unanimously adopted by the Con- 
vention: 


Resolution No. 1 


WHEREAS, The delegates of this convention are in 
agreement relative to the economic value of prompt-pay 
customers and in order that a clear understanding may 
be had as to the terms of payment of a regular charge 
account, 

Be it resolved, That emphasis be made to the end that 
purchases on a regular charge account during any one 
month are payable not later than the 10th of the month 
following purchase. 


Resolution No. 2 

Wuereas, In several cities of our country various 
of the merchants have successfully contributed to the 
betterment of credit and collection conditions, and the 
more profitable operation of business by the charging of 
interest on past due accounts, 

Be it resolved, That the National Retail Credit Asso- 
ciation endorse and recommend the policy of charging 
interest on past due open book accounts as a means of 
betterment of credit and collection conditions and the 
substantial increasing of profitable operations. 


Resolution No. 3 


1. WuereEAS, Upon presentation of facts by the 
National Retail Credit Association showing that bank- 
ruptcy dockets in the offices of clerks of the United 
States Courts did not as a rule give the full name and 
address of bankrupts and particularly those of individuals, 
the Attorney-General of the United States, October 8, 
1931, issued a general order to the clerks of such courts 
directing them in all instances to place upon such dockets 
the full Christian name and the address of all bankrupts ; 
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AND WHEREAS, The placing of such information upon 
these dockets has been of invaluable assistance to credit 
granters and retail service bureaus; 

Now, therefore, be it resolved, That the National Re- 
tail Credit Association in annual convention assembled in 
the City of Washington, express its thanks to Attorney- 
General Mitchell for bringing about this much-needed 
reform. 

2. WHEREAS, Representative Malcolm Baldrige of 
Nebraska and Representative August H. Andresen of 
Minnesota introduced in Congress respectfully, H. R. 
7430 and H. R. 9971, bankruptcy amendatory bills em- 
bodying certain resolutions of the St. Louis Convention 
of the National Retail Credit Association ; 

AND WHEREAS, These Representatives appeared before 
the joint Congressional Committee and explained and 
asked the incorporation into the proposed bankruptcy 
amendatory bill of these amendments ; 

Now, therefore, be it resolved, That the thanks of this 
Association, in annual convention assembled, in the City 
of Washington, District of Columbia, be tendered to 
Representatives Baldrige and Andresen for their sup- 
port in Congress of these amendments. 

3. That the National Retail Credit Association in an- 
nual convention assembled in the City of Washington, 
June 21-24, 1932, emphasize and repeat its endorsement 
of the four proposed bankruptcy amendments in behalf 
of retailers endorsed by the St. Louis Convention on 
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June 19, 1931, and urge the Legislative Committee of 


the National Retail Credit Association, and each and 
every member of the Association, to do everything in their 
power to enact into law these amendments, viz.: Bar- 
ring necessaries of life from discharges and shifting the 
burden of proof as to debts contracted within four months 
of bankruptcy to the debtor; limiting voluntary bank- 
ruptcy to those who owe a minimum amount of un- 
secured indebtedness; suspending discharges where the 
bankruptcy has been brought about by speculation, ex- 
travagance, and kindred causes; and utilization of the 
services of service and adjustment bureaus in amortiza- 
tion or settlement of the debts of individuals. 

This Association expresses pleasure in the progress that 
has already been made in this campaign for bankruptcy 
reform and while it endorses in principle, S. 3866, the 
Hastings Bill, yet it especially emphasizes the impor- 
tance to retailers of the provisions of section 75 as 
reflecting the fourth resolution of the St. Louis Con- 
vention of 1931, and commends and endorses the action 
of our National Legislative Committee in presenting 
through Representative Baldrige in connection with this 
particular section of S. 3866 an amendment designed to 
encourage honest debtors, temporarily embarrassed, to 
adopt this method of settlement in preference to bank- 
ruptcy. 





Resolution No. 4 


Wuereas, We understand it to be the policy of the 
Reconstruction Finance Corporation to aid the retail mer- 
chants of the country through the rendering of assistance 
to the commercial banks of the United States and other 
agencies, thereby causing a greater stabilizing of business, 

Therefore, be it resolved, That we commend the Re- 
construction Finance Corporation in this activity and 
urge their continued and enlarged effort in this regard, 
thereby providing for the re-establishment of normal 
business conditions. 


Resolution No. 5 

Whereas, We have been so hospitably entertained 
and provided for by the Greater National Capitol Com- 
mittee and the Associated Retail Credit Men of Wash- 
ington, Mr. Steve Talkes, the Chairman and his Com- 
mittee, and the management of the Mayflower Hotel, 

Be it resolved, That the National Retail Credit As 
sociation express their thanks and appreciation for their 
cordiality and good will so beautifully demonstrated 
throughout this convention. 


Resolution No. 6 
Wuereas, ‘The President of the National Retail 
Credit Association, Mr. Frank Batty, has devoted him- 
self unsparingly throughout the year to the affairs of 
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our National Association, to its success and advance- 
ment, has during the days of this convention so ably and 
courteously conducted the affairs of this convention as 
its presiding officer, 

Be it resolved, That the delegates to this convention 
extend to Mr. Frank Batty their thanks and apprecia 
tion and order a copy of this resolution to be inscribed 
in the records of this convention, and a copy thereof 
sent the Associated Retail Credit Men of San Francisco, 
and the Associated Retail Credit Grantors of Alameda 
County, and to Mrs. Frank Batty. 


Resolution No. 7 

Wuereas, The National officers and directors and 
committees have so diligently and successfully conducted 
the various affairs of this Association through the past 
year, bringing the National Retail Credit Association to 
its twentieth birthday to be recognized as an economic 
force, building for the stability of business to the profit 
of both consumer and retailer, and 

WuereEAs, The officers have so splendidly arranged 
the business of this successful convention, 

Be it resolved, That we express to Manager-Treasurer 
Woodlock, Hulse, R. Shealey, 


Lawrence McDaniel, and their many assistants, our 


Secretary Preston 
sincere appreciation of their valued efforts resulting in 
not only a successful convention, but in a most success 
ful year. 

Resolution No. 8 

WuereAas, The Hon. Edith N. Rogers, M.C., ad- 
dressed the National Retail Credit Association un the 
subject of the necessity of individuals and heads of fami- 
lies budgeting their incomes; and 

Wuereas, This subject is not only of great interest 
and value to the general public, but of special interest 
to Retail Credit Granters and of particular value in this 
emergency ; 

Now, therefore, be it resolved, That the National Re 
tail Credit Association in annual convention assembled, 
tender thanks to Congresswoman Rogers for her most 
interesting address and pledge the Association in support 
of this campaign to educate the public to budget their 
incomes. 

Resolution No. 9 

Wuereas, The National Retail Credit Association 
has through its National Office conducted a nation-wide 
contest as to the best method used in securing new 
charge accounts, and whereas the Retail Ledger of Phila- 
delphia has cooperated with the National Retail Credit 
Association, by affording it extended publicity through 
the pages of its newspaper and likewise by donating an 
award which will be presented at this convention, 

Be it resolved, That the National Retail Credit Asso- 
ciation in convention assembled extend its thanks and 
appreciation to the Retail Ledger of Philadelphia for its 
splendid spirit of helpfulness and cooperation. 
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Resolution No. 10 


WHEREAS, It is believed the adoption throughout the 
country of a uniform method of taking applications for 
credit would be of material advantage for a better under- 
standing of credit by the consumer, 

Therefore, be it resolved, That a complete record with 
full antecedent information be taken when account is 
first applied for and filed with the credit bureau as the 
basic and that subsequent applications be taken on an 
abbreviated form containing a minimum of information 
for positive identification purposes and charges in current 
status with the objective of the least possible annoyance 
to the customer and more satisfactory results to the re- 
tailer. 

Resolution No. 11 

WuHerEAS, It is the opinion of the National Retail 
Credit Association in convention assembled that the in- 
discriminate attacks made on the Department of Com- 
merce are not only to be regretted, but are undermining 
the confidence of the American public in the valuable 
work of the department in the interest of Retail Busi- 
ness, 

Be it resolved, That this Association condemn such a 
program and endorse the policy of the United States 
Department of Commerce, which this Association has 
always found to be most helpful and effective, in its rela- 
tionship to retail business and to all American business. 


Resolution No. 12 


Wuereas, This Association is firmly convinced that 
savings accounts in regularly constituted savings banks 
are sacred and must be protected, either through federal 
legislation or otherwise, and 

Wuereas, Certain savings institutions should be 
identified to the public as being especially safeguarded 
against the ordinary and extraordinary risks of commer- 


(Continued on page 31.) 








NEW DIRECTOR 





FLOYD MILLER 
Manager, Pontiac Credit Bureau, Inc., Pontiac, Mich. 
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THE PresiDENT’s 
MESSAGE 


ARTHUR P. LOVETT 


President National Retail Credit Association 









Success Is Born of Faith! 


EAL faith is that displayed and practiced in 
"9 times of hardship and reverses. These times 
are the test of our faith; for it is easy to 
keep faith when business is good and jobs are 
plentiful. 

Retail credit managers and retail credit bureau 
managers of this nation who in the past have kept 
faith in the country, in the public, and in the 
National Retail Credit Association have played a 
most important part in the developing of these 
United States of America. 

I am calling on every individual in this nation 
who is engaged in the extension of credit or the 
collection of accounts to keep faith with the ac- 
cepted doctrines of good, sane, sensible credit 
granting as laid down by the N. R. C. A. and to 
follow these teachings to the letter. . Then there 
can be no cause for anyone to point to retail credit 
as a contributing factor to the present economic 
crisis. 

In fact, retail credit selling in all forms has 
proved its stability and soundness to a marked 
degree by weathering this troubled business sea. 
Intelligent consumer credit extension, the only 
kind of credit extension recommended by this As- 
sociation, has in the past contributed, and will con- 
tinue to contribute, greatly to the prosperity of 
this nation. 

I have faith in this Association. Faith in its 
future. I revel in its accomplishments of the past. 
I regard it as the safety valve of consumer credit 
and I am proud to ascend to the position of “en- 
gineer,” whose duty—in a sense—is to keep an 
eye on the “safety valve” and a hand on the 
throttle. I deem it one of the highest of honors 
which can be paid any man in this profession to 
reach the chair of President of the National Retail 
Credit Association. 

I am mindful of the responsibility which is 
mine. I pledge here and now, the very best that 
is in me to keep this organization working in the 
right direction—in the interests of this nation as 
a whole and to the particular benefit of the re- 
tailers, bankers and professional men. 
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In the words of Alexander Hamilton: 

Every part of credit has the nicest sympathy with 
every other part. 

Wound one limb and the whole tree shrinks and 
decays. 


We have within this Association every set-up 
for service that the retail credit granter or mer- 
chant, banker or professional man needs. Our 
Service Department arm is strong. Its bureaus 
have progressed at a rapid pace. Our Supervising 
Collection Department is well under way. 

In this brief manner I pay tribute to all of my 
predecessors—for to slight a single president or 
officer who has served us in the past would be 
gross disrespect on my part. They have all served 
this nation and their profession in an admirable 
manner. It is only for me to carry on the good 
work they have started. 

To do this I must have, as they did, the sup- 
port and confidence of every member. My only 
ambition is to add a certain something to the 
prestige of the position of credit manager and to 
awaken in the minds and hearts of the merchants 
of this land the fact that intelligent credit exten- 
sion demands to the utmost—Sound Judgment 
plus Full and Complete Knowledge of the Ap- 
plicant. 

This first quality—Sound Judgment—must 
come from within the credit granter—while for 
the second—we depend upon our fine net-work 
of credit bureaus. One without the other will not 
suffice. I advocate bureau managers of this coun- 
try doing all within their power to line up more 
and more credit managers who will take an in- 
terest in the affairs of the National and who will 
follow its doctrines and teachings. 

To credit managers I appeal to them to get be- 
hind their bureau managers to the end that we 
can better standardize not only credit reports and 
collections, but credit policies. Let us have faith 
in one another—and above all—this United States 
of America. 









Camera Close-Ups of the 


The Annual Banquet, Pictured Below, Will 
Long Be Remembered as One of the 
Most Brilliant in the Association's History 
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Developing Your Store’s Credit Policy 
(Continued from page 6.) 
store are electric refrigerators, washing machines, vacuum 
sweepers, radios, etc. 

Since the deposit has already been advertised it is the 
duty of the new-account interviewer to find out what 
deposit the customer wishes to pay, for very often cus 
tomers wish to pay more than the advertised deposit. 
This is always acceptable, provided of course, the applica- 
tion is approved by the credit department. 

Wherever it is necessary to render mechanical service 
for which we are entitled to charge, either for parts or 
labor, this is charged on a separate account and bill 
rendered the first of the following month. 


Deferred-Payment Collections 


The same policy applies to all three of the classifica- 
tions of installment selling mentioned. Collection men 
are reminded that we are extending to the public of 
Washington a unique service—selling merchandise of the 
highest standard—in tremendous assortment—in large 
variety—at extremely low prices, and giving extended 
payment service. It is necessary, therefore, that we 
courteously but firmly hold our customers to the terms 
of agreement, reminding them when necessary of the 
advantages of a deferred payment account, which they 
are enjoying. 

Our cashiers accepting installment payments are in- 
structed to courteously say to the customer, “That will 
be blank dollars,” mentioning the amount due, never 
If the cus- 
tomer wishes to pay less than the amount due, it is neces- 


saying, “How much do you wish to pay?” 


sary that the customer be referred to the collection man- 
ager in charge of that division. The collection manager 
after hearing the reasons will have an understanding 
with the customer that the arrearage will be made up in 
subsequent payments. 

No mail remittance is credited to the account if it is 
less than the amount established as part of our credit 
arrangement with the particular customer unless it is 
authorized by the credit manager, after communicating 
with the customer. 

The Credit and Collection Manual outlines every 
step which the collection manager should follow in the 
collection of his accounts, such as reviewing every one 
of his accounts at least three times a month, with the 
exception of Household Specialties, which are reviewed 
four times a month, form letters, when and where to 
telephone, lawyer’s notice, suits, repossessions, out-of- 
town collections, payments withheld because of com- 
plaints and skips. 

We rate accounts according to the following code, for 
our own information: 

No. 33 is an account that pays from 80 to 100 per cent 
in accordance with agreement. 

No. 66 is an account that pays from 60 to 80 per cent 
in accordance with agreement. 


No. 99 is an account that pays less than 50 per cent 
in accordance with agreement. , 

This rating applies only to deferred-payment accounts. 
By way of illustration, we would sell a “33” account 
without insisting on payment of arrears; we would not 
sell a “66” account unless arrears were made up and 
would not sell a “99” account under any circumstances. 

We discourage salesmen quoting terms on the selling 
floor. 
office. 


are to be given. 


They are instructed to refer them to the credit 


If the customer insists, terms quoted in the manual 


Everyone interested in the collection of accounts was 
asked to submit some resourceful method that had been 
This list was 


printed and a copy is placed before every one of our col- 


used to successfully collect an account. 


lection managers. 


The most tangible thing that I can say as to the re- 
sults of our efforts in developing our store’s credit policy 
is this: Our manual has been in use exactly one year. 
Our collections and sales have shown the greatest gain 
in our history, even during these trying times. 

I feel that the credit department always has had a mar- 
velous opportunity to be one of the greatest sales forces 
that the store can have. In this day and age, however, 
it is more important than ever that the credit depart- 
I know 
of many sales made as a result of the credit man’s effort 
and I also know of many sales lost, through lack of 
effort. 


ment realize its many opportunities of selling. 


Our credit viewpoint should be that every applicant 
is of good standing until we find him otherwise. 








The Two Best Books 
On Retail Credit! 


Retail Credit Procedure 
By Norris A. Brisco 


im collaboration with The Associated Retail Credit 
Men of New York City 


Based on the actual experiences of these success- 
ful credit men, this book solves the problems which 
confront retailers from the moment the prospective 
customer says, “I would like to open a charge 
account.” Official Textbook of N. R. C. A. Coursea. 


PRICE $4.00 


Retail Credit Practice 
By Bartlett & Reed 


A practical, authoritative manual for retail store 
credit executives and students of credit practices. 
Official Textbook of N. R. C. A. Courses, 


PRICE $4.00 


Order From 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices, St. Louis, Mo. 
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Why They're Building a Monument 
To the Retail Credit Manager 


By JOHN GUERNSEY 


In Charge of Retail Census, U.S. Department 
of Commerce, Washington, D.C. 


An Address Before the Twentieth Annual Convention, National 
Retail Credit Association, Washington, D. C., June 22, 1932 


HEY build monuments to men for worthy achieve- 
ment—to men who have served their country con- 
spicuously in time of great emergency. That’s why 
they’re building a monument to the retail credit man- 
ager. > 

No greater emergency ever has faced this country than 
that through which we have been struggling since 1928. 
The four years of armed warfare from 1914 to 1918 
wreaked less havoc, disrupted industry less, caused less 
personal hardship and wrecked fewer lifetime achieve- 
ments in business and personal plans than have the four 
years of the war of opposing economic forces from 1928 
to 1932. 

What was the task of the 
throughout that period ? 


retail credit manager 
What has he to show in the 
way of failure and accomplishment? 

As early as 1928 the world was in trouble, and the 
cause of the trouble was a complete disregard of the age- 
old law of supply and demand. In this country we shut 
our eyes to what was going on abroad. 

We said we were immune, that we would have no 
more panics and no more serious business depressions, 
that our natural resources were immeasurable, that our 
industries were self-perpetuating, that common stocks 
were worth 16 times average earnings, then 18 times, 
then 20 times and finally that they were worth 22 times 
average earnings. 

In 1928 there were at least 31% million people out of 
employment, but we disregarded that. To those work- 
ing, money was easy, for wages and salaries were being 
increased, the cost of living was tending downward and 
life was all dancing and song. 

Retail credit, particularly installment credit, expanded 
rapidly. The credit manager was called upon to recon- 
struct his measure of value, to make the extension of 
credit casual and easy. 

Despite his instinctive caution, he followed instruc- 
tions and he promoted sales, but through it all he stuck 
to his proved standards of measurement of credit cus- 
tomers, the ‘“‘three C’s’’—character first, capacity to pay 
second, and capital least of all. 
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Couldn’t Find the Dead Rat 
So 1928 rolled along to a merry close. The credit 
manager felt that things were not sound, he smelt the 
dead rat in the woodpile, but he couldn’t find it. 


1929, and the bands were still playing. 


Came 
But something 
was the matter with sales. 

The stores began to worry because they could not main- 
tain their accustomed increases in volume. Buyers came 
back from the market with strange tales of amazing 
buys at very confidential concessions in price. Prices in 
other lines began to weaken. 

By March of 1929 there came days and weeks when 
sales volume dropped below the corresponding days and 
weeks of the preceding year, which then was a capital 
offense in any well-regulated store. Nobody noticed 
then, although it is clear enough now, that at that very 
time the end-of-year balance sheets of the big manu- 
facturing companies and of the big retailers were being 
published, and that they showed the biggest inventories 
(as of Dec. 31, 1928) of any December 31 in the history 
of this country. 


Approaching Doom 

Our approaching doom was as plainly inscribed on 
those balance sheets as was the proverbial writing on the 
wall, but we did not heed it. The credit managers of 
the country were about the only group of men in the 
stores who were concerned about the trend. But when 
they went to their store heads to voice their fears they 
were met with shouts of laughter and were advised to 
read the stock-market reports in the daily papers. 

Didn’t they know that the stock market always re- 
flected the future, and didn’t they observe that the level 
of stock prices was higher than ever in history, and was 
going still higher almost daily? Conditions were dif- 
ferent, and all the historic parallels meant nothing in the 
glorious year of 1929. Get back to the office and loosen 
up—promote sales by putting all the credit on the books 
that could be extended! 

And the market kept on going up, while the credit 
manager went back to his office and promoted the open- 
ing of more charge accounts; but he didn’t give up his 
standards of measurement—the “three C’s’’—character 
first, capacity to pay second, and capital least of all. 








Noah Reincarnate 
The retail credit manager was the Noah of the busi- 
ness world, but although he sat back with his ark ready 
and although he protected it all he could, he just couldn’t 
find any trace of rain. 
sang his merchandising associates, and laughed. 


“It ain’t goin’ to rain no more,” 


Came then the deluge! The storm broke, the heavens 
opened up and it rained as it has never rained before- 
at least, not since the time of that first Noah. 

Although the depression of 1929 started a lot earlier, 
the stock-market crash near the end of the year was the 
spectacular evidence. In a day it changed the tune of the 
whole country from a waltz to a funeral dirge. Within 
a week, those analysts and writers of market letters who 
had been the most diligent pointers-with-pride were be- 
come the most prolific viewers-with-alarm. And retail 
credit was the subject of the most critical of the current 
viewing, the object of the most analysis and condemna 
tion. 

Retail credit, said the viewers-with-alarm, had been 
expanded beyond all limit. Millions, yes, billions of 
dollars were outstanding on installment contracts, with 
no more security than a lot of secondhand merchandise 
and used cars. Even more billions, they asserted, were 
outstanding in the form of open charge accounts with 
no security other than an empty promise to pay, and now 
the promisers were out of a job. 

Just as they had so often pointed out, wailed the sob- 
bing crew of misinformers, this first serious depression 
would see the loss of these billions of dollars, the smash 
of the whole credit structure, and the end of retail credit. 


“The Storm Will Soon Blow Over” 

I wish I had the time to read you some of the choice 
clippings which my files disclose as mementos of those 
first few troubled weeks following the market crash. But 
your memories will serve you just as well. Immerse 


yourselves for a moment, then, in the atmosphere which 


prevailed at the end of 1929 and the beginning of 1930. 

Sales were holding up quite well in retail stores. Com- 
modity prices had fallen somewhat, especially in spots, 
and the lower prices had attracted enough additional 
business to offset largely the otherwise drop in sales. The 
feeling was that the storm soon would blow over. No- 
body had any idea of what was in store for them, as subse- 
quently disclosed. Had they been able to foresee the 
steady and continued downward trend in prices, in busi- 
ness, in profits, in the whole level of values, many a 
business leader would not have had the courage then to 
fight through it all as he has done, and there would have 
been an epidemic of failures and suicides. 


Value of Outstanding Accounts Looked Dubious 

With the knowledge they had at that time, with the 
financial air filled with dire predictions of the insecurity 
of retail credit, with gloom on all sides what species of 
horrible nightmare do you suppose the average store head 
would have visioned had he been able to foresee the depth 
of the chasm that yawned before him? 

How much do you suppose he would have been will- 
ing to discount his outstanding accounts, had the oppor- 
tunity presented? In the light of what stock prices 
have done since, do you think that 50 per cent would 
have been too high a discount? I don’t! 


Credit Accounts versus Blue-Chip Stocks 
Picture a store head who had on his books at the time 
of the stock-market break $100,000 or $1,000,000 of out- 
standing accounts, and who owned another $100,000 or 
$1,000,000 of good blue-chip stocks such as General 
Motors or Radio or Tel. & Tel. Had he sold both his 
accounts and his stocks at that time at a discount of 50 
per cent he would have bewailed his loss but he would 

have been fortunate. 
Now, what happened ? 
outstanding in 1929 were paid up in due course during 
the early months of 1930 with a loss of less than 1 per 


His credit accounts that were 














RETAIL CREDIT SALES IN COMPARISON WITH ‘CASH SALES 
Reported Indicated 
Sales Total Sales 
Total sales, all stores in the United States $49,114,653,000 $49,114,653,000 
Total sales reported in sufficient detail for this analysis (88%) 43,223,415,000 49,114,653,000 
Sales in all-cash stores (34.93%) 15,098,703,000 17,155,748,000 
Sales in credit-granting stores (65.07%) 28,124,712,000 31,958,905,000 


In credit-granting stores— 
Sales for cash amount to (47.52%) 
Sales on credit amount to (52.48%) 
Summary— 
Cash sales in all-cash stores 
Cash sales in credit-granting stores 


(65.85%) 


13,165,887 ,000 
14,958,825,000 


15,186,251,000 
16,772,654,000 


28,264,590,000 32,341,999,000 














Credit sales in credit-granting stores (34.15%) 14,958,825,000 16,772,654.000 
Open-account versus installment sales— 
Based upon complete tabulation of all returns in seven states (a 5 per cent 
sample), if the same proportions hold for the United States the total 
credit sales shown above would be divided approximately as follows: 
Credit on open account (61.17%) $10,259.832,000 
Credit on installments (38.83%) 6,512 822.000 
Installment credit by retailers does not include the financing of retail install- 
ment contracts by finance companies, which in 1929 was probably $1,500,- 
000,000 in addition to the $6,500,000,000 extended by retailers. 
stieniaeateaetin maemo 
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cent. Other accounts were put on the books, and they 
in turn were duly paid up, and in the two and a half 
years which have intervened, that money has turned over 
and over again; not less than 10 times in the case of 
open accounts and not less than 4%4 or 5 times in the 
case of installment accounts, always in the form of new 
business. Meanwhile the value of his blue-chip stocks 
has decreased 80 per cent. 


Why the Blue-Chip Stocks Collapsed 

Those stocks which have suffered the greatest per- 
centage of loss are the stocks of companies which are 
dominated by bankers. While the going was good, invest- 
ment bankers got control of a multitude of hitherto in- 
dependent companies, which had been built up through 
the years by hard-working, capable proprietors and loyal 
executives. 


They got control of the directorate and gradually 
weeded out the founders and the old executives, replacing 
them with that breed of fair-haired boys who wer« 
hatched like mosquitoes in the financial districts during 
the late twenties, but who since have gone back to sip- 
ping tea. 

The mosquito executives were able to steer the big 
ships smoothly as long as the weather remained clear, but 
they were not able to handle them after the storm broke. 
Many have gone down and most of the rest can be bought 
today at around 20 cents on the dollar! 


Why Retail Credit Accounts Remained at Par 

But you can’t buy any going store’s credit accounts 
at 20 cents on the dollar, nor 80 cents, nor even 95 
cents. For back of those accounts stand two great forces, 
like towers of strength. One is the trained, competent, 
quiet retail credit manager, the man who in 1928 and 
1929 was still appraising his credit risks on the basis of 
the “three C’s,” the man who faced 1930 without fear be- 
cause he had full confidence in the accounts on his books. 


Frank Batty, the man whom you honored with the 
presidency of this great association, is a perfect specimen, 
a true composite of the hundreds of outstanding credit 
executives to whom I refer as one of the two great forces 
which stand behind retail credit—which make retail 
charge accounts worth 99 cents on the dollar in good 
times or bad. 

The other great force which energizes retail credit is 
the American credit customer, that much caricatured and 
Who he is and 


what makes him what he is, you men and women credit 


little understood Average American. 


executives know better than anyone. 


You deal with him every day. You lend him money 
n the form of credit, and he promises to pay, and he 
comes in and pays. You know that he will pay. At 
times when he is up against it, he asks for a little more 
time and a little more credit and you give it to him, and 
soon he comes around smiling and pays up, and you feel 


again that the world is a good place to live in. 
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Decalcomania Transfers—can be put on either metal or glass 


Use This Beautiful 
“Decal” Emblem 


—on every credit and collection department 
door. 


—on every cashier’s window. 
—in rest rooms. 


—wherever the public may see it and absorb its 
message. 


Priced so inexpensively that you may use it freely. 
Attractively finished in four colors: Shield in blue, 
emblem in blue and red, copy and scrollwork in 


gold and black. 


Price 20 Cents Each 
Order From Y our Credit Bureau 


NATIONAL RETAIL CREDIT 
ASSOCIATION 


Executive Offices Saint Louis 
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The Best Credit Risk in the World which has remained at par throughout the most troubled 
Mr. and Mrs. Average American are the best credit times in recent history. 
risks in the world, and you have confidence in them be- You are men and women of great achievement—men 
cause you know them and you know how to handle them. and women who have served your country conspicuously 
That is why you were not afraid of the accounts out- in a time of great emergency. That's why they are build- 
standing in 1929, or in 1930, or in 1931, and why you ing a monument to the retail credit manager. Very 
ont ent sheaid of these eatending toder. properly are you rated a success, in a world of failures. 
Your greatest worry, and an important part of your Summary 
job, is to detect and keep off of your books the com- Based upon the nearly $50,000,000,000 of retail sales 
paratively few dead beats and the somewhat larger in 1929, it is probable that the total retail business in 
group of those whose eyes are bigger than their purses. 1930 was $44,000,000,000, and that the retail business 
You know too well that your losses come from the few for 1931 was about $37,500,000,000. My forecast of the 
who slip in who don’t belong in. They are not in the business for 1932 is $30,000,000,000. 
same class with Mr. and Mrs. Average American. Slightly more than one-third of the business in 1929 
was on credit. The $16,750,000,000 includes both open- 
Successful in a World of Failures account credit and installment credit. Based upon a 
In the last 20 years you have made a science of the tabulation of all returns from seven test states, it is prob- 
job of recognizing Mr. and Mrs. Average American and able that the installment proportion was about 39 per ably 
you have learned how to extend credit to them. You cent or $6,500,000,000. I oe 
have trusted them and they have justified your trust, On the basis of such ratios, it is probable that the § and 
until now your trust has grown into faith. It is because total credit balance outstanding at the beginning of 1932, ] to dc 
of your scientific knowledge of credit and your trained both installment and open account, approximated -E 
judgment of that most intangible quality, human nature $3,900,000,000. It is likely that at the present date this eesti 
. estic 
en masse, that you have earned for yourselves the un- balance is reduced fully 10 per cent, and that by the end § | h 
; ; a f : . ‘ : : when 
stinted praise of the retail industry, of the banking of 1932 the total amount of retail credit outstanding will i 
, ‘ . ae ‘ : 0 
fraternity and of the economist. be $3,000,000,000. This compares with a total of ast 
+ , ae st. 
You have put to rout that army of viewers-with-alarm $5,200,000,000 at the end of 1929. y 
who in 1929 foresaw your early demise. You have The comparison by years is approximately as shown J , : 
: oP ; , ; pred lems 
made retail credit the shining example of a business asset in the table below (in millions of dollars) : d 
and \ 
help 
aap to us 
Yo 
A FOUR-YEAR COMPARISON . 
custo’ 
Showing comparisons of cash, open account, installment credit and personal finance transactions secur 
(In millions of dollars) the ¢ 
Forcast of chanc 
1929 1930 1931 1932 An 
Sales for cash (65.85%) $32,350 (66%) $29,000 (66.7%) $25,000 (68%) $20,400 ; 
Sales on open account (20.90%) 10,250 (21%) 9,250 (20.6%) 7,725 (22%) 6,600 charg 
Sales on installments (13.25%) 6,500 (13%) 5,750 (12.7%) 4,775 (10%) 3,000 to do 
Total retail sales $49,100 $44,000 $37,500 $30,000 to wi 
; prope 
Outstanding, end of year: 
Open-account credit (22.2%) $2,275 (22.2%) $2,050 (22.6%) $1,750 (22.7%) $1,500 In 
Installment credit (45.0%) 2,925 (45.0%) 2,590 (45.0%) 2,150 (50.0%) 1,500 count 
$5,200 $4,640 $3,900 $3,000 intim 
“e aa b 
Probable additional financing of re- (In millions of dollars) . on 
tail transactions by finance credit 
companies $1,500 $1,250 $1,000 $650 accou 
Probable additional outstanding in- 
stallment accounts, finance decon 
companies (50%) 750 625 500 350 buvin 
Personal loans— ple, v 
Probable annual transactions st 
of small-loan associations ud 
and personal finance com- Th 
panies 1,800 1,895 1,920 2,000 bil; 
Estimated outstanding per- abilit 
sonal loans at the end of they 
each year 720 758 768 800 i 
systen 
aa one nemnmnmmemeniiy ra Patror 
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Our Retail Credit 


By WILLIAM W. EVERETT 


First Vice-President and General Manager, 
Woodward & Lothrop Co., Washington, D. C. 


An Address Before the Twentieth Annual Convention, National 
Retail Credit Association, Washington, D. C., June 21, 1932 


HIS paper is not from a credit standpoint, there 
is no criticism in anything I have in this paper, be- 
cause I have never been a credit man, and _ prob- 
ably am bringing you things in a way I would not, if 
I were a credit man. You can face things as they are 
and see whether the suggestions I make are the things 
to do, or whether you can bring out better suggestions. 

I fully hope and expect you will bring out better sug- 
gestions than the ones I bring to you, but it is a time 
when each of us must give more thought and planning 
to the credit conditions than we have ever done in the 
past. 

You, as credit men, are facing new and different prob- 
lems from those you have faced in the past few years, 
and will have to evolve new plans and new procedure to 
help in bringing back the good business that is coming 
to us, if we properly operate our retail establishments. 

You will have to keep in close touch with credit 
customers, learn what they think along credit lines, and 
secure suggestions as to what plans they feel would be 
the easiest and most satisfactory in paying for the mer- 
chandise they may desire to purchase. 

Any research work that you do to ascertain from 
charge patrons what they expect you, as credit managers, 
to do for them, will pay big dividends, if it assists you 
to work out a plan that, with safety, allows them to 
properly meet their credit needs. 

In a large institution with thousands of charge ac- 
counts, it is impossible for a credit manager to keep in 
intimate touch with each of them, and this has brought 
about, in certain houses, the installation of divisional 
credit men. These, having a much smaller number of 
accounts under their direct supervision, are enabled to 
become much better acquainted with their customers’ 
buying habits and to learn which are good business peo- 
ple, who properly budget and finance their obligations so 
as to make their payments when due. 

They also learn which customers do not have this 
ability or willingness to do so, and with this knowledge, 
they can tactfully bring about improvement in their 
system and develop them into very satisfactory credit 
patrons. 
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I would suggest for your consideration the installation 
of a system by which you would write, at stated periods, 
a letter to those of your credit customers who have 
promptly met their payments as due and tell them their 
promptness in meeting their obligations was greatly ap- 
preciated, and that by so doing, their cooperation had 
enabled your house to meet promptly its obligations to 
the manufacturers from whom it purchased. I know 
that is a shock to a good many credit men, to make 
that suggestion, and it may not be the right thing to 
do, but if we get that attitude of mind, it will help. 

I also wish that each credit manager or assistant could 
plan some system so he could be in such personal 
relation with each customer, when sickness, death or 
other misfortune came into the patron’s family, they 
would feel perfectly free to write the credit manager and 
state how conditions were and ask for an additional 
thirty, sixty or ninety days, in order to meet the emer- 
gency. 

So often, it happens now that two or three letters are 
written in cases like this and no reply received, and 
when a reply is received, the customer is displeased and 
complains that his credit responsibility is questioned. 
It would be fine if credit managers could let the cus- 
tomers understand that they are glad to help them in any 
emergency situation. 

Anything that you as retail credit managers can do 
to establish and maintain a sympathetic, cordial, personal 
friendship with your charge customers, will pay great 
dividends, not only in the better collection of your ac- 
counts but also in building good will for the entire busi- 
ness. 

Character has long been a strong factor in the grant- 
ing of credit and, during the coming months, you will 
have to give this asset its full value in the selection of 
those worthy of a charge account. 

This is especially necessary in dealing with young peo- 
ple, who are just beginning the making of a home and 
who are not in the financial position to give a statement 
to Dun’s or Bradstreet’s, but who are able to give you 
the names of relatives or friends of long standing, who 
can vouch for their integrity and willingness to meet 
their obligations. 
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Some merchant will have to give them a chance to 
demonstrate their credit responsibility before they can 
establish a real basis for a regular charge account. Too 
many of these worthy young people have been forced 
to purchase from installment houses, with expensive 
credit terms, when there may be a plan you could work 
out which would give them the opportunity of obtain- 
ing the advantages now only given to those with estab- 
lished credit. 

Some credit managers consider anyone without a bank 
account as absolutely unworthy of a charge account. 
This may be a reason for closer scrutiny of the other 
information, but should not be an absolute reason for 
declination, as many young people feel they do not have 
enough spare cash to keep the necessary balance to make 
This feeling does 
not make them a less desirable credit risk, but is really 
in their favor. 


their account desirable to a banker. 


Anything that you can learn to apply to the develop- 
ment of proper credit responsibility among young people 
just beginning the establishing of a credit reputation, will 
be a fine assistance to character building and will be very 
helpful in building retail business. 

Many of the older and larger retailers have felt that 
a very large amount of the charge business should be 
done on a thirty-day basis, and it is still desirable for 
both customer and merchant, where the patron is finan- 
cially situated to do this, especially in ready-to-wear gar- 
ments and other merchandise that is for only several 
months’ wear. 

There is, however, a class of merchandise, like furni- 
ture and household goods, that, properly used, will last 
for years, and it has been found that a great number of 
customers, who are perfectly reliable and financially able 
to buy, desire to purchase these items on a deferred pay- 
ment basis covering six, twelve or eighteen monthly pay- 
ments. 

When this was first tried, some merchants expected 
to see a large number of delinquent accounts, but even 
in times such as we have recently passed through, it has 
been shown their fears were groundless, as these ac- 
counts, when carefully granted, have made a fine show 
ing even compared to thirty-day accounts. 

[ bring this out simply as an example of a system that 
was produced as the result of research of customer de- 
sire and the most successful plan seems now to be that 
the amount of down payment be the same amount as the 
monthly payment over the period agreed upon. 

Originally, when this was started out, a great many ot 
us thought we ought to have 25 per cent down payment, 
or 20 per cent, which kept a great many people from buy- 
ing on these credit terms, when they wanted to do it. 

We have taken one item, the electric refrigerator, sell- 
ing at $97.50, we made that a $5.00 down payment and 
$5.50 a month for eighteen months, and we found it 
doubled the sales, in a very short time. I believe re- 
search work along that line will not hurt the credit 
standing of any house. 
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The credit manager and his assistants, who stand aloof 
from their patrons and dictate terms without consider- 
ing whether or not they will be helpful and pleasing, 
are out of date. One of the worst things a credit man- 
ager can do is to force a strict observance of agreed 
terms on some accounts and allow others to ignore them. 

There is nothing more detrimental to the credit serv- 
ice than to allow accounts to run in arrears for months, 
and suddenly call them to a strict observance of terms. 

You may find that the charging of interest on thirty- 
day accounts, that are not paid promptly, will solve 
some of your troubles, as it is certainly not unfair that 
those who pay promptly should have some advantage over 
those who do not. Anyone not in position to pay as 
agreed should be willing to pay the interest he would 
have to pay if he borrowed from a bank. This is 
being done successfully by some merchants and might 
possibly become common practice if adopted by concerted 
action. 

The ideal credit manager for a retail business must 
be a real diplomat; the ideal credit manager, during the 
next few years, in addition to possessing diplomacy, will 
have to study and plan in a more constructive manner 
than formerly. He will be as necessary in securing 
and retailing the good will of our customers as will our 
publicity and sales promotion managers. 

We must have all of our merchandise divisions on 
their toes, in the coming months, and will expect out- 
standing assistance from the National Retail Credit As- 
sociation, in leading us safely through this business up- 
building time, for the entire business world is only suc- 
cessful when its credit structure is properly planned and 
properly administered. 

Retail credit is safe in your hands, if you will use 
your experience of the past as the foundation for the new 
credit structure that must be reared to meet the coming 
credit requirements. 
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Credit Manager, Gimbel Brothers, Milwaukee, Wis. 
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New Enthusiasm 

(Continued from ‘page 11.) 
while, you must accept the criticism with this unbeatable 
enthusiasm that I am talking about? 

When they first made the steam engine, the people 
looked at it and said, “You will never start it!” and 
when the thing began to go, they said, “You will never 
stop it! You will never stop it!” You will find those 
people, many of them out in your section and your ter- 
ritory. If you want a real knocking, just have a new 
idea of some sort that is really worth while. 

Leadership is lonesome; you have to be out in front 
all the time, presenting the things that meet the oppo- 
sitions of those who are slower in their vision and less 
acute in their ways of thinking. But that is leadership 
and that is the challenge of leadership, and the enthusi- 
asm of life has to be built upon that sort of a foundation, 
if it is to be worth anything. 

The missionaries stayed in Madagascar for ten years, 
before they had a single convert. Gibbons spent twenty 
years writing The Rise and Fall of the Roman Empire. 
Bancroft spent twenty years writing the History of the 
United States. 

Noah Webster spent thirty-six years with words, 
words, words, but the result was a dictionary. Cyrus 
W. Field tried again and again to lay the Trans-At- 
lantic Cable; it snapped and he came back and got more 
enthusiasm into the hearts of men, another ship, and out 
he went again, until, finally that cord was placed and it 
began to pick up, with its mysterious currents, the con- 
nections between the continents, of business, and life. 
Marconi said, “If you will give me the invisible air 
forces, I will enable you to talk from ship to ship and 
shore to shore.” 
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Credit Granters! 
Read for Profit -- 


“Credit 
Department 
Salesmanship”’ 


By BARTLETT and REED 
Authors of 
“Retail Credit Practice” 


In this new book, these two recog- 
nized authorities tell how credit in- 
terviewing, granting or even refus- 
ing of credit, collection of debts, 
credit service, customer control, can 
all help to get more customers into 
the store to buy more goods. 


Complete, authoritative discussions of 
such important topics as: 


1. Use of selling psychology in 
credit work. 


2. Use of sales promotion to build 
up more charge accounts for the 
store. 


3. Use of letters for both collection 
and sales building. 


4. Use of the newest methods of 
handling the installment credit 
problem. 


These are but a few of the topics cov- 
ered with specific suggestions—“case- 
studies”—from successful experience. 


Designated as official textbook for 
the Advanced Credit Course. 


Price $3.50 


Orders are pouring in. Order your 
copy now, for immediate delivery, from 


National Retail Credit 


Association 
1218 Olive St. St. Louis, Mo. 
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ASHINGTON BULLETIN 


a 





R. PRESTON SHEALEY 


Washington Counsel, National Retail Credit Association 


FOREWORD 


HE Washington office has been requested to inform 

members as to their rights in connection with de- 

livery of monthly statements rather than through 
the use of the mails. 


The Solicitor of the Post Office Department, on June 
23, made the following statement: “Large corpora- 
tions may not contract to have bills and statements de- 
livered by any individual or delivery organization, but 
must, under postal regulations, mail through the De- 
partment.” 

The Department takes the position that the Govern- 
ment has a monoply on carrying the mails and does so 
by virtue of sections 1256 and 1257 of the Postal Laws 
and Regulations. It would appear, however, that busi- 
ness organizations have the right to make deliveries of 
their their own 


statements through 


employees, the 
Solicitor of the Post Office Department on June 23, 
stating orally that the only way such organizations may 
mail through any medium other than the Department is 
to have their regular employees make deliveries. 

On March 9, the House of Representatives passed 
H. R. 9262, a bill designed to prevent the deposit of 
“any mailable matter such as statements of account, 
circulars, sale bills, or other like matter, on which no 
postage has been paid, in any letter box established, ap- 
proved, or accepted by the Postmaster General for the 
receipt or delivery of mail matter on any mail route, 
with intent to avoid payment of lawful postage thereon.” 
This bill was vigorously opposed at a hearing on Thurs- 
day, May 12, and is still pending before the Senate Post 
Office Committee. 


Legislative 


(a) During the summer months a subcommittee of 
the House Ways and Means Committee, headed by 
Representative Vinson of Georgia, will study duplica- 
tions in Federal and State taxation systems with the 
view to elimination of overlapping Federal and _ local 
levies. 

Particular instances of both the national government 
and state and municipal governments reaching out into 
the same sources of taxation, are those of the tobacco 
and oil industries, and the situation is becoming a serious 
one for taxpayers. 
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(b) Congress has at last passed a bill providing for 
the organization of credit unions in the District of 
Columbia. It is expected that credit unions organized 
in Washington, under the provisions of this act, known 
as Public 190, 72nd Congress, will serve as models for 
other such unions in other sections of the country. 


Such union has power to receive deposits or payments 
on shares and power is expressly included to conduct 
Christmas clubs, vacation clubs, and other like thrift 
organizations within the membership. 

Provisions of the act provide that proposed unions 
must be approved both by the District Commissioners and 
the Comptroller of the Currency and the power of the 
Comptroller of the Currency to inspect and require re- 
ports from banking District of 
Columbia also applies under this bill to the credit unions. 

(c) Senate 4034, the bill introduced by Senator Shep- 
pard of Texas and endorsed at the hearing on May 13, 
before the Senate Banking and Currency Committee by 
the National Retail Credit Association, along with other 


institutions in the 


organizations, has been passed by the Senate and is now 
before the House Banking and Currency Committee. So 
far, however, no action has been taken. 


Departmental 
(a) Messrs. J. W. Tallentire of Washington, D. C., 


and S. E. Shermantine of San Francisco, with the Wash- 
ington representative, met with representatives of the 
Department of Comimerce on Monday afternoon, June 
20, and discussed ways and means for improving the 
semiannual retail credit survey. Dr. Plummer, economic 
adviser to the Department of Commerce, had prepared 
an agenda for this conference and as a result decisions 
for improving the survey were quickly adopted. 

It was decided that the questionnaires which would 
ordinarily have been mailed on the present basis, Decem- 
ber 31, 1931, would not be mailed until January 3], 
1933, and, thereafter, semiannually, January 31, and 
July 31, of each year. This is expected to result in 
speeding up the survey and publication of reports. 

It was also decided to increase the number of report- 
ing firms and to utilize, as a basis for this improvement, 
President 
Lovett, following this conference, had a conference on 
the 24th with Dr. Klein as to general aspects of the 


survey. 


adjacent territory to cities already reporting. 
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(b) Summarization of the wholesale credit survey is 
now under way at the Department of Commerce and 
the first report is nearing completion and will soon be 
published. 

Reports will be divided into three parts; the first part 
upon the basis of nine lines, viz., agricultural implements, 
athletic and sporting goods; automotive supplies, includ- 
ing tires, books and stationery; men’s wear; coal and 
coke; confectionery; drugs and toilet articles; and dry 
goods and notions. 

The information contained in part one, when made 
public, will relate to collections, bad debt losses, credit 
terms, abuses of unearned discounts, customers attempt- 
ing to dictate terms, and sales. 

(c) The Bureau of Internal Revenue has issued 
regulations under the recent revenue bill on the follow- 
ing subjects: 


Regulations 42 relating to the taxes on telegraph, tele- 
phone, radio, cable facilities; transportation of oil by 
pipe line; safe deposit boxes; checks, etc.; and electrical 
energy. 


Regulations 43 relating to the taxes on admissions, 
dues and initiation fees. 


Regulation 44 relating to the taxes on lubricating oil; 
brewer’s wort and malt products; grape products; 
matches; soft drinks; and gasoline. 


Regulations 46 relating to excise taxes on sales by the 
manufacturer. 

Copies of these regulations may be obtained upon ap- 
plication to the Government Printing Office at Wash- 
ington. 

(d) There has been considerable criticism of the 
alleged economic waste in increasing numbers of gasoline 
filling stations throughout the United States but a recent 
report of the Census Bureau indicates that of the 
318,000 gasoline retailers only 38.5 per cent or 122,524 
are filling stations. 

The other retailers are classified as garages, car dealers, 
and retail stores of other kinds which sell gasoline in 
addition to their principal business. 


Court Decisions 


(a) The Circuit Court of Appeals for the Fourth 
Circuit, on June 13, in Hammond v. Lyon Realty Com- 
pany, clarifies the line of demarcation as between the 
Federal Bankruptcy Act and State Insolvency Statutes. 


In the instant case a Maryland court had appointed 
a receiver to dissolve and distribute to creditors the as- 
Thereafter 
a petition in bankruptcy was filed and ajudication fol- 
lowed but was contested upon the ground of the prior 
jurisdiction of the Maryland court. 


setts of an insolvent Maryland corporation. 


The Circuit Court of Appeals, however, held in this 
case, that insolvency administration belongs primarily to 
the Federal Courts and that state laws which in any way 
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hamper or restrict the operation of the National Bank- 
ruptcy Act are invalid and of no effect. 

(b) Tires, as well as motor cars and trucks, are sold 
upon conditional sale agreements and so it becomes im- 
portant to know the law, when repossession is in the 
offing, as between the seller of the car on the conditional 
sale agreement and the seller of tires used in replace- 
ment of the tires upon the truck or car when first sold. 

The Connecticut Supreme Court has recently said 
this about such a situation: 


“While the authorities are not in harmony, we regard 
the weight of reason to be with those who hold, at least 
in the absence of express provision concerning after- 
acquired equipment, that the conditional vendor of a car, 
on repossessing it, takes only such title as the purchaser 
had in parts or equipment sold to him under a condi- 
tional bill of sale, which are as easily and readily de- 
tachable as tires and tubes.” (The Tire Shop v Samuel 
Peat, Connecticut Supreme Court of Errors, June 22, 
1932.) 

(c) With the passage of the new revenue bill, it be 
comes increasingly important for taxpayers to understand 
their rights under the law. It not infrequently happens 
that business concerns keep their books upon a receipt 
and disbursement basis and when they do they should 
make sure that it clearly reflects their net income. 

When this method does not clearly reflect the income 
the taxpayer on his application and with the consent of 
the Commissioner of Internal Revenue, may change to 
the accrual method of computation but once having used 
the one system for a number of years it is extremely dif- 
ficult to make a change and then only when it can be 


clearly demonstrated that the method used does not 


clearly reflect the actual net income. 

By a recent decision the U. S. Board of Tax Appeals 
in Southern Abstract & Loan Company v. Commissioner 
of Internal Revenue, denied the right upon an applica- 
tion and subsequent refund of taxes to make the change 
upon the basis that the original method pursued by the 
petitioner for ten years—receipts and disbursements— 
accurately reflected the net income of a taxpayer. 








Chicago Collections 


Should Be Sent to 


Credit Service Corporation 


Collection Department of the Chicago 
Credit Bureau, Inc., and Credit Reference 
Exchange, Inc. 


x 
The Official Credit Reporting Service of the 


Associated Retail Credit Men of Chicago 
35 South Dearborn Street, Chicago, IIl. 
Telephone, Randolph 2400 


Credit Reports 


Collections 
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The Business Outlook 


(Continued from page 9.) 


of comparable magnitude, and I think that fact is due in 
large part to the extreme efficiency of our trade associa- 
tions everywhere, of the groups such as yours, and of the 
trade press as well, in carrying out those same prin- 
ciples of spreading the fact as against rumor, and _ bol- 
So that, 
while the descent has been long, it has left us with cer- 


stering up the morale of industry everywhere. 


tain assets which, at this particular comparable stage in 
other depressions, were not evident. 

In other words, when the climb does begin, we are 
going to be in possession of certain material assets which 
were not evident in these previous crises, and, for that 
reason, I think we are perfectly safe in expecting that the 
recovery, when it does start, will be steadier, surer and, | 
think, also swifter than it was in any of the previous 
crises where the climb was long and was spread out over 
two, three, and even four years. 

One of our troubles, we must admit, in this partic 
ular stage of the situation, is the question of the stocks 
of commodities that were in the hands of consumers as 
the depression got under way, because of the extension 
of our credit operations. I think we must frankly recog- 
nize that situation. 

In the earlier crises, there was nothing quite of that 
type. Stocks were in the hands of the retailers in abun- 
dance, but, this time we had the accumulation of stocks 
in retailers’ hands and also that very large quantity of 
only partially paid-for materials, which rested in the 
hands of consumers and which, of course, had to be 
cleared up in some way or another, before this conges- 
tion could be relieved and reconstruction set in. 

That, frankly, we have to ascribe, to some extent 
perhaps, to our overzealous use of credit during the boom 
periods, when we were selling things in all directions on 
lax or inadequate procedure through installments and 
open credits and in other ways. But, fortunately, the 
prophecies that were made during the boom period, by 
some of the professional pessimists—that as soon as the 
first depression came along, the retail credit structure 
would be entirely destroyed—have not been fulfilled. 

Collections have been slower, as you know, and bad 
debt losses have been greater, but the significant thing, 
it seems to me, is that the ratio of credit sales to total 
sales has not been very drastically altered, by and large. 
That does not apply in all lines or in all communities, 
but, speaking generally, we have discovered the relative 
importance of the use of credit of different types, even 
though in absolute volume it has altered along with all 
the other qualifications of business. 

Far be it from me to offer any specific suggestions as 
to what should be done in the field of retail credit, 
at this particular stage. There are one or two minor 
points, perhaps, that might be rather timidly offered, not 
so much to an expert audience such as this, but more par- 
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ticularly for the benefit of the less experienced, smaller 
retailer, who is deserving of your counsels, at this time, 
to an unusual degree. 


Among them, I think we ought to stress, first of all, 
the imperative necessity, at this particular time, of in- 
vestigating the customer’s ability and willingness to pay. 
That, of course, is simply the most axiomatic observation 
to you here, but the fact remains that, during pre- 
depression times, the purchasers of a large proportion of 
the repossessed articles, on which payment had been de- 
faulted, developed an inability to pay almost after the 
first installment. 


A very large proportion of such articles had to be 
repossessed within the first month after payment. Evi- 
dently, the causes for default were present when the 
sale was made, and they had been overlooked, bcause of 
carelessness of investigation on the part of the seller. 

With the 1,200 local bureaus of your Association, with 
all the other facilities that are available here and there, 
there is no excuse, today, for careless credit selling of 
that type. 

Secondly, there is the inclination (because ot the des- 
perate eagerness on the part of the small retailers of 
lesser experience in the credit field, to broaden their in- 
stallment operations) to cut down on the initial payment. 

A perfectly sound and well-recognized principle, which 
has been reiterated in the findings of your organization, 
again and again, is that the original payment shall be 
large enough to establish the idea of ownership in the 
mind of the purchaser, rather than of rental. 

The British, you know, call the installment-sales ar- 
rangement a “hire-purchase scheme.” I think that term 
is unfortunately misleading. Rather should it be simply 
a “new deferred-purchase arrangement,” with the idea 
of ownership very definitely fixed. Bad-debt losses are 
apt to be increased, as the down payment is lessened. 

Thirdly, there is the question of undue lengthening of 
the time over which the deferred payments can be spread. 
The unpaid balance should not in any case exceed, at 
any one time the value of the article. 

This means that ‘the period of payment depends upon 
the durability of the commodity sold, but that again is 
a readily established factor which should not be lost sight 
of at this time, when we are so apt to be overanxious to 
get things going. 

Certainly, the lessons of these last eventful years have 
brought home, with pretty violent emphasis, the perils 
of slipshod credit practices, but the appalling costs of 
those trials have not been in vain, if business emerges 
with a broader, firmer concept of the values and the re- 
sponsibility of sound credit policies. 





FOR SALE 
Retail Merchants Association Collection Depart- 
ment for sale. Located in town of forty-five thou- 
sand. Three years old, earning forty-five hundred 
dollars a year net. Owner has opportunity for simi- 
lar business in larger city reason for selling. Address 
Box 71, THE CREDIT WORLD. 
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The Program 


of Reconstruction 
By HON. HENRY J. ALLEN 


Assistant to President, Reconstruction Finance 
Corporation, Washington, D. C. 


Extracts from an Address Before the Twentieth Annual Convention, 
National Retail Credit Association, Washington, D.C., June 21,1932 


YEAR ago, there were fifty-five billion dollars 

on deposit in the twenty thousand banks and 

trust companies of the United States! Fifty- 
five billion! That was the liquid purchasing power, that 
was presumed to be the basis for this marvelous credit 
that you gentlemen had builded into a great structure, 
into a great fabric. 

On the first of last February, when the Reconstruc- 
tion Finance Corporation had been created, these fifty- 
five billion had shrunk to forty-six billion. Nine billion 
had dropped out of circulation, had gone into hoarding. 
The Reconstruction Finance Corporation was created 
with a potential capital of two billion dollars and with 
the direct charge to cure frozen confidence, which means 
frozen credit—to loan money to banks and trust com- 
panies and building and loan associations and railroad 
companies and farmers, and farm credit corporations and 
railroads. 

In the sixteen odd weeks, since this great credit bank 
has been organized, we have loaned in the neighborhood 
of seven hundred million dollars. Those who complain 
and are so busy complaining these days that they have no 
time to look up facts, tell you that this has been all right 
for the big bank and for the big financial institution, 
but it has not gotten down to the little fellow, to the 
“forgotten man,” as some politician has so poetically 
expressed it. 

What are the facts? We have loaned to three thou- 

sand banks in this country, 7 per cent of the borrowing 
banks are located in towns of five thousand population 
and under, 84 per cent of all the borrowing banks are 
located in cities and towns of twenty-five thousand popu- 
lation and under. Less than 4549 per cent of all the 
money that has been loaned has been loaned to institu- 
tions in cities of a million population and over. 
Does that 
look as though we had spent all the money on the big 
institution and none upon the little institution? My 
friends, the reverse has been true. 


Do those figures mean anything to you? 


The Act gave the Reconstruction Finance Corpora- 
tion the power to loan to twelve classes of security: 
First, to banks and trust companies, building and loan 
associations, and loaning institutions of that character. 
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To the bank, it was meant to be a safeguard against 
closing. At the time the Reconstruction Finance Cor- 
poration was organized, bank failures in this country were 
running around ninety-four a week, that was the aver- 
age. Last week, there were only seven, and the bank 
closings are down now to no larger than the casualties 
of ordinary times. 

In addition to the three thousand banks that have 
been kept liquid, and some of them have even been brave 
enough to go beyond that, some of the banks that have 
borrowed from us have really reloaned some of the 
money. (Laughter.) There are banks in this country 
that are still loaning money! 

I am a stockholder in a bank out in my town. I picked 
up their report, the other day, and I found they had 
twenty-two million dollars on deposit and three and a 
half million dollars loaned out to the community. So I 
went in with a cloudy face and said to the banker, “I 
have just gotten your statement, I see you have three 
and a half million dollars in bad loans.” He said, “We 
have not a bad loan.” I said, “Oh, you have, you have 
three and a half million—if those three and a half million 
were good, you would have collected them.” (Laughter.) 

“Well,” he said, “look here, smarty, I want you to 
come into my office before you leave this counting 
I went into his office and he handed me a sheet 
He said, 


“Those are the names of bankers who were more gener- 


house.” 


of paper with a lot of names typed on it. 


ous than I am; there are none of them in the banking 
business now.” 

Then he said, “I wish, instead of being flippant with 
bankers, you would let it be known that so far as this 
bank is concerned, we would like to loan money, but 
most of the people who come borrowing have no col- 
lateral, those people who have collateral haven’t any- 
thing to spend their money on. When you are talking 
about it, give us credit still for having some banking 
desire.” 

Of course, in that particular case I think it is correct. 
However, it is unfortunate that some of the bankers, 
today, are so badly frightened that they would not know 
a good loan if they would see it. That is 
natural, too! It has been a horrible experience through 


( Laughter.) 
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which they have traveled, and it is getting a little better 
for them right along. 

So, gradually, they are coming back into the realm of 
possibilities of doing business under present conditions, 
this readjusting period, or test we are going through. 

Well, in addition to the three thousand banks we have 
kept liquid, as I say, we have re-opened, either for carry- 
ing on business or for liquidation, a hundred and fifty 
banks that had closed, and that has brought a new spirit 
to a good many communities. 

We have loaned to two hundred and fifty building and 
loan associations, a matter of some seventy million dol- 
lars, and when you loan to a building and loan associa- 
tion, you are doing it for the purpose of enabling that 
building and loan association to pass credit down to the 
small home owner who is buying a home upon install- 
ments and whose ability to keep up his amortizations has 
departed for the time being. 

We have loaned to more than fifty life insurance com- 
panies, seventy-five million dollars. Why? There are, 
today, in the United States seventy million life insur- 
ance policies, and every life insurance policy that is in 
force has a loan value, and so the money we have loaned 
to life insurance companies has been for the purpose of 
enabling them to meet the unusual demand of their 
own policyholders for small borrowing upon their 
policies. 

We have loaned seventy-five million dollars direct to 
farmers, for the purpose of enabling them to buy seed 
and stock feed. We have loaned forty million dollars 
to Farm Credit Corporations. 

We have loaned one hundred and seventy-five million 
Why did we do that? We did 


that, my friends, for three reasons: First, to keep the 


dollars to railroads. 


railroads out of receivership, and to keep them out of 
receivership for the purpose of protecting their thou- 
sands upon thousands of railroad employees. 

But the greatest purpose contemplated by the Recon- 
struction Finance Corporation Act, in its provision for 
loans to railroads, was in order that the railroad se- 
curities scattered broadcast over this country, not only 
in the hands of private buyers but in the hands of trusted 
institutions like savings banks and life insurance com- 
panies that have invested some of their surplus in them, 
in order that those great values might not be ruined by 
the receiverships. 

And so the one hundred and seventy-five million dol- 
lars that have gone to railroads, first have gone upon 
adequate security, and they have gone for the purpose 
of keeping the railroad companies out of receivership, 
and they will keep the great railroad companies secure 
and capable of passing over this gripping period. 

If you read of any railroad company going into re- 
ceivership, you may conclude that that railroad company 
was doomed ultimately for that goal anyway, because 
the Reconstruction Finance Corporation is loaning to the 
railroads that have ample security. 

Now, they are loaning to banks on ample security, 
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but not ample security according to the hard and fast 
rule of banking, because when a man has borrowed 
money upon a bond, margined at about 65 per cent of 
the value of the bond, and the market value of the bond 
goes down to 65 cents, the banker says to the borrower, 
“Bring us another bond.” And then when the borrower 
says, “I haven’t any more bonds,” then what is that 
loan? 

In the old days, we used to call a frozen asset “a 
banker’s mistake.” Now we call that loan a “depressed 
value’”’—politer language. And so we have been allowed, 
under this law, to loan on frozen assets, on what the 
directors of the Reconstruction Finance Corporation may 
regard as adequate security. 

Said a member of the Senate Investigating Commit- 
tee to General Dawes, two weeks ago—in one of those 
famous examinations they give to business men and pub- 
lic officers up there, in the Investigating Committees: 
Said General Dawes: “They 
are good if the United States is good.” (Applause.) 


That brings us back to the consideration of why you 


“Are these loans good ?” 


have this meeting this year, whether it will pay to go 
on: Is the United States still good? We are still one 
hundred and twenty-five million people with all our nor- 
mal appetites plus a good many appetites that were ex- 
tended under easy-credit conditions. 

In Germany, in many respects, the most remarkable 
movement I encountered was not the Hitler movement, 
not the movement for Socialism, not the movement for 
Communism, not the movement for Restoration of the 
Empire, but a simple movement called the “Christian 
Crusade,” started by Baron Von Derick, a Bavarian 
nobleman, who had lost great estates in the depression. He 
was going about over Germany organizing the German 
people into a cult that would cause them to give con- 
sideration to the virtues of necessity, causing them to 
believe that there are values in life that rise above the 
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CHAS. M. KEEFER 
Credit Manager, S. Kann Sons Company, Washington, D. C. 
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mark, causing them to come down to fundamentals, and 
to preserve that for which they fought, and not to throw 
away in mad passion and in protestation that which they 
have, because they are uncomfortable. 

My friends, in this great country we must come down 
to fundamentals, and we must exhibit to the world the 
proof as to whether we are brave enough and strong 
enough to meet defeat in business—whether having gone 
through the mightiest period of prosperity any nation 
ever saw in any period of the world’s history, we are now 
game enough to take our medicine. 

The happiest and most prosperous nation I saw in 
the Western world last year was France. You know 
why? Because France never established the habit of 
installment buying. So this is the first time she has been 
happy for a long while. 

I would not want to trade the happiness we have had 
through installment buying in the United States. It 
was great, it was glorious, and it produced the most 
tremendous mass production the world ever saw, but I 
would say here, in the presence of this great organiza- 
tion, that in the future, the speaker who spoke before 
me established a word that could be used. That is the 
word “character.” He went so far as to advise you in 
the future to look up the character of your customer be- 
fore you give him credit. Excellent advice . . . it 
could have worked any time within the last ten years. 
(Laughter. ) 
cess in the next ten years. 


It will be the very essence of your suc- 


This country is not broken, it has been bent a little. 
(Laughter.) But it is still elastic, it still has the ten- 
sile strength to hold us together, and if the sober, logical, 
courageous people of this period say, “We are not going 
to let this lick us,” it will not be long until we will be 
on our way out of the woods. No magic is going to save 
us, but we are so tired of being hard up, that we are go- 
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ing to take advantage of every evidence of return to 
normal to do our share. 

The thing we must cure first is confidence. That is 
what is the matter. With forty-six billion dollars in the 
banks, we do not need more money. We need to get 
away from that which for all the years has been known 
as the fundamental trait of the American, namely, that 
he never buys on a falling market. 


« € € 


Resolutions Adopted by Twentieth 
Annual Convention 
(Continued from page 14.) 
cial banking and that an acceptable method be devised 
by the federal and state governments to protect and in- 
sure savings depositors in such institutions against loss 
of savings or delay in withdrawal of such funds when 
required, 

Therefore, be it resolved, That we recommend that 
savings banks be placed in such a category that no de- 
positor will ever lose any of his savings and will be able 
to obtain his funds as he may desire. 


Resolution No. 13 

Wuereas, The National Retail Credit Association is 
convinced that the continued current economic depression 
fundamentally has been the result of a long-standing un- 
balance between increasingly efficient production and 
practically static consumption unmitigated by a parallel 
in distribution, and 

WHEREAS, We are convinced that the American Re- 
tailer is in a position to materially accelerate recovery by 
adapting his operation policy to make it possible to dis- 
tribute goods at the lowest possible cost to the consumer 
at the present or any future level of volume to the end 
that the greatest possible quantity of commodities may be 
placed in the hands of the consumer within his current 
income and thereby bring about maximum absorption of 
manufactured goods, both present stocks and new pro- 
duction, 

Therefore, be it resolved, That all retailers follow the 
lead of those who have placed their house in order, to 
operate soundly at present levels and for the maximum 
distribution of manufactured goods. 


Resolution No. 14 

WHEREAS, The Credit Practice Committee of the 
Robert Morris Associates, which is the organization of 
bank credit executives, has called our attention to the 
enormous duplication and waste entailed in the answer- 
ing of direct inquiries on individuals, and 

WHueEnreEas, The extension of consumer credit under 
modern merchandising conditions has become a major 
factor in distribution, and 

Wuereas, The National Retail Credit Association, 
recognizing this fact, has sponsored, promoted and super- 
vised an efficient system for the interchange of credit 
information through a network of 1,200 credit bureaus, 
located in as many towns and cities throughout the 
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United States, wherein are housed the records on sixty 
million consumers, this information the result of the co- 
operation of 150,000 retailers, bankers and professional 
men, thereby making available complete and reliable re- 
ports covering both antecedent history and current credit 
records, 


Be it resolved, That the National Retail Credit Asso- 
ciation, in Convention assembled in Washington, D. C., 
on June 21-24, inclusive, hereby calls upon the business 
and professional men of the country to discontinue this 
practice and use the facilities that have been set up 
through these bureaus for the procuring of credit re- 
ports as and where necessary, and 

Be it further resolved, That the National Retail Credit 
Association discourages the practice of the Direct Inquiry 
as being not only unethical but highly detrimental, since 
through that practice pyramiding of accounts is promoted, 
which eventuates in the bankruptcy courts, causing a tre- 
mendous loss to the commercial interests of the country, 
this because direct inquiries bring preferential informa- 
tion, while the use of reports as developed by Credit 
Bureaus guarantees full, accurate and complete informa 
tion. 








THE BIG LEAK 


More accounts are lost through 





inability of the creditor to locate | 
the debtor than from any other 
cause. 

We're specialists in locating 
“skips” and securing their em- 
ployment. 


Write today for free trial offer 


THE TERMINAL MESSENGER SERVICE 
Stuart Building Lincoln, Nebraska 
Sixth Year A Complete Service 














YOUR COLLECTIONS IN 


Detroit 


Will Receive the Best Attention Possible If 
Sent to 


The Merchants Credit Bureau 


Incorporated 


The largest collection department in the city 

specializing on RETAIL ACCOUNTS. The 

benefits accruing in placing your accounts with 

an organization owned by the merchants, for 
their protection, are self-evident. 


Rates Reasonable Safety Assured 
Commercial Accounts Also Handled 
Address: 

UNITED ARTISTS BUILDING 























Two Distinct 
Credit Courses 


Recognizing the need for specialized credit 
training, the Educational Department of the 
National Retail Credit Association furnishes 


two most comprehensive study courses in 
Retail Credit. 


1. Elementary Course 


Over 1,000 students enrolled in many cities 
as shown by the following list of enrollments: 


Detroit, Mich. 350 
Memphis, Tenn. 90 
Charleston, W. Va. 60 
Seattle, Wash. 50 
Hartford, Conn. 45 
Lexington, Ky. 40 
Omaha, Neb. 33 
Lincoln, Neb. 31 
Marion, Ohio 31 
Wichita, Kan. 31 
Colorado Springs, Colo. 29 
Austin, Tex. 28 
Gainesville, Ga. af 
Steubenville, Ohio 27 


Morristown, N. J. 22 
New Haven, Conn. 17 
Fort Smith, Ark. 16 
South Bend, Ind. 16 
Enid, Okla. 15 
North Platte, Neb. 15 
Bay City, Mich. 12 
Madison, Wis. 12 
Great Falls, Mont. 
Pueblo, Colo. 

New Albany, Ind. 

Twin Falls, Idaho 

Gary, Ind. 

Grand Island, Neb. 


2. Advanced Course 


Designed especially as a “postgraduate” 
course for the experienced credit man as well 
as for graduates of the Elementary course. 

The course uses as a text the new book, 
Credit Department Salesmanship, written by 
Bartlett and Reed (co-authors of Retail 
Credit Practice, one of the texts used in our 
regular course). The syllabus covers twelve 
lectures. 


Write today for detailed in- 
formation on either course 


Educational Department 
National Retail Credit Association 


Executive Offices 


St. Louis, Missouri 
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